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How to make a hit with the boss... 


(without knocking yourself out) 


hover! Just corner the boss and punch 


pul 

fact that paper costs represent about 

of the average printing job. And that by 

switching to Consolidated Enamels, he can save 
is much as 200, without culting quality. 

hese savings are possible beeause Consolidated 


I 


pecializes in the manufacture of enamel printing 
papers. By using its own modern methods, 
Consolidated eliminates several costly manufac- 


turing steps while maintaining finest quality. 


THE CLINCHER! 


Get free trial sheets from vour 
Consolidated Paper Merchant. Have your printer 
make a test run to compare perlormance, quality, 


costs. Then let the boss make the decision. 


Available only through your Consolidated Pape Ve 


A COMPLETE LINE FOR OFFSET AND LETTERPRESS PRINT 
ylidated Water Power & Paper Co. + National Sales Offices : 135 S. LaSalle St, Chicago 3, Ill 


World’s largest specialist in enamel printing papers 





2600 dynamic Plasti-Line Signs 


highlight change-over 


LHEVYRON 


olen 


CHEVA 
GASOLINES 


stations. 
* Dealer 


“new look” at Chevron 
Kdentification 


All over the East. there's a 


lo smoothly facilitate this tremendous undertaking, The California 
Oil Company chose Plasti-Line for creative designing, exacting brand 
identification, superb craftsmanship and dependable delivery. 


Your own sign program can move just as smoothly 


from idea to installation. Write for full details today! 
SIGNS 
OF 
SUCCESS 


OUTDOOR ILLUMINATED t ote ae 
pleasti-lime inc. 


Knoxville Tennessee 
1 


PLASTIC SIGNS 
Sponsors of the famous Plasti-Line Sign Clinic, Sept. 29-30, Oct. 
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National drills go to town... 
ALL DRESSED UP IN sorc’s Wale WA j 


“We've used PLATE FINISH 


To <4 Laet  o 
cd Merle eRe ee UR ee | 


with excellent success for the past 


i d 
—) six years in producing the more 
than 1,000,000 drill envelopes 
Bete Mlb ae ime lout m 
Ue teem emery 


CUM etme limo Me Me ole 
have made it ideal for the packaging of sharply pointed 
twist drills—which, by the way, involve considerable weight 
TCM le? ime a ele lk aol mea lele ele Mu mel mel bg 
WR eu mol Mu Ml Mh MME Tale a oe 
phasize the white reverses used in the two-color printing of 
CMe Lela tele Mle Mh melded dd 


comments received on our drill envelopes— both for attractive- 


ness and long life—are due in large measure to the consistent 


WLM Lib mallee a Mg ae 


R. Elliot Jose 
National Twist Drill & Tool Co. 
Rochester, Michigan 


Here’s why PLATE FINISH is so versatile! 


Only Sorg’s Plate Finish—with its assurance of superior results in both 
pressroom and bindery—could have performed so well in the two-color 
printing, spot varnishing, die-cutting, scoring, folding, glueing and grom- 

metting required in producing the National drill envelopes shown above. 
—_ But as paper buyers everywhere have found—this is just a typical perform- 
ance for Plate Finish . . . a tough, cylinder-made stock that meets the 
specifications for hundreds of different printing jobs. Possessing a gleam- 
ing-smooth surface and carried in stock in tag, bristol, and cover sizes in 
12 colors and white—Plate Finish is used over and over for jobs ranging 
from clothing price tags to four-color process printed catalog covers. 


L 


Your Sorg distributor will be happy to Ask your Sorg distributor for sample sheets of Plate Finish for your own 
furnish you with copies of the Plate Finish - 


Sample Portfolio and the Plate Finish | Press-testing. You'll be especially impressed with the new brighter, truer 
Swatch Book. Call him today. white and the new red now available in Plate Finish. 


OMPANY ° Middletown, Ohio —— 
PAPER © 
THE SORG ® Manufacturer's and Converters of Stock Line and Specialty Papers 


Mie us vat oF Offices in NEW YORK « CHICAGO «+ BOSTON « ST. LOUIS « LOS ANGELES 


SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER «+ PLATE FINISH « EQUATOR INDEX BRISTOL « REGISTER BOND 
MIDDLETOWN POST CARD + 410 TRANSLUCENT « EQUATOR LEDGER « SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX « GRANITEX «+ PARCHTEX 
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Just Celtin Us 


Small Advertisers Can Look Big 


One of the great things about advertising is that it gives every company 
a chance to be competitive in an effective way in its markets. 


An advertiser with a good product can promote it even with a small appro- 
priation. The success stories of the business tell of growth based on con- 
sistent use of advertising that started small and grew with sales. 


The best way for a small advertiser to look big alongside his much larger 
competitors is to give his advertising a quality presentation. Too many modest 
enterprises with small budgets fail to give enough emphasis to the preparation 
of copy and the proper design and production of advertising and promotion ma- 
terials. This is the way to impress buyers with the idea that here are qual- 
ity, reliability and friendly service. 


If the small advertiser who wants to grow to become a big advertiser will 
look at his competition and decide that he will use only material which in 
design, appearance and content is as good as the best, he will find that his 
dollars will go a long way. Quality in advertising is not so general that it 
will fail to lift the company using it out of the rank and file. 


Advertising and sales promotion have unlimited flexibility -- as to both 
cost and markets. Even a small appropriation wisely expended will get meas- 
urable returns. The way to look big and to become big is to see that every 
ad and every promotion piece are the best that can be produced. This may add 
Slightly to the cost, but it will add enormously to the results. 


If the small advertiser wants to accelerate his growth, there is no better 
way than to add to good products and good selling ideas the sparkle and ap- 
peal which come with good copy skilfully presented through the expert use of 
design and production to create a quality image in the mind of the customer 


and prospect. 
oe ye 5 t Lh 


G. D. Crain Jr. 
Publisher 
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* TENSION 


ELOPES 


S$ 


ENSION ENVELOPES 


—Faster 
I fackagi ng 


PRESS! IT’S SEALED! 
No strings. No 


ial equipment. 


the 


and en- 


DY pre- 


(wetting 


pling) with Tension Touch ’n 


Seal envelope Reduces labor 


time by up to 20 per cent. 
Write for samples and 
see how you can save 


Seal. In 


a complete line of in- 


with Touch ‘n 


stock sizes and styles, 


open-end or open-side. 


Tension Envelope Corp 
815 East 19th St 
Kansas City 8, Mo 
> send me FREE 
Packaging | 


imples of Tens 


velopes 


Firm Name 
Address 


Zone oe 
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Advertising 
Requirements 


Sales Promotion Comes of Age 


A salute to a growing profession which has gained new 


stature at its second national convention Dick HopGson 


Sales Promotion Looks Ahead 


A veteran in this 


Oe a 
field hazard some pre dictions 


role I 


young 


ROBINSON 


What is a Sales Promotion Executive? 
The publisher of “Look” 


management 


eramines 


promotion wm VERNON e MYERS 


® Sales Promotion in the Field 


What you can do to improve the ¢ fiectiveness of your 


gran at the retail NortTON 


deal r level JOE 


Don’t Favor What You Know Best 


‘Time's 


promotion manager passes on a prece of brief but 
sound advice 


NICHOLAS SAMSTAG 


Incentives Help Sales Promotions 
What sales contests can do to bolster 


& Nine Ways to Get Sales Promotion Ideas 
An agency executive outlines a practical way to keep com- 


ing up with something new FERD ZIEGLER 


A Sales Promotion Program with a Personality 
How Van Heuse n 


makes the most of its relationship with 
television announcer Bert Parks 


Tep SANCHAGRIN 


A Display that Meets Professional Standards 
American-Optical developed a window display kit that was 


able to meet cc nflicting State requlations for advertising 


® The What, the Why, the How of External & Internal 
Publications 


Here are the questions everybody wants answered, 
lected by the editor of the Gebbie House Magazine Direc- 
tory 


How to Get Personal in a Magazine 
The story of the problems Revlon faced and licked when it 


wanted to include a personal letter in its advertisement 


A New Way to Cut Costs on Color Engravings 
A new technique promises to make color artwork much 


less expensive to separate and make plates from 


New Trends in Direct Mail 
The president of the DMAA reports on what large 
users expect to happen in the next few years 


Rosert F. DeLay 


mail 


When Ideas Come in Pairs 
What happens when two creative admen create the same 


mailing at the same time to the same list Joun D. Yeck 


Premium’s Role in Marketing 
An agency 


executive outlines 


premiums to play for his clients 


the functions he expects 


DANIEL D. KINLEY 





OF CONTENTS 


National Brands Dominate Premium Show 
A staff report o7 ohatis new ar d or inte? 
Typographic Design is Not Art! 
A noted designer gets bach 


the Type Directors Club forun 


® A Guide to Card Packaging 
A explanation of blister 


est rn most 


Packaging Show more Serious Than Ever 


A nd "¢ port from he An pi itheatre 


Rosert B. Konrkow 


Art Directors’ Choice 
A round-up of 


oO 


SO?TE sn 


How to Use Symbology in 
An adi ooks at 


ind adds some of h 


Advertising 


is oO 


How to Add Impact to Film 


. 1 
some powerful techniqu 


° } ] } } ’ l } 
have been develoned by French prod 


wucers 


Maurice BENSOUSSAN 


Meet Mary Ellen — Television Saleslady 
A touch of FE? ali nd } Ss bes e.3 


Hi-Fi Goes Outdoors 
Al : 


An Exhibit that Builds a Mailing List 
A simple display ina restaurant ha S icceeded u? 


prospects from patrons MiLprep WEILE! 
@ Articles for your Adman's Handbook 


DEPARTMENTS REGULAR FEATURES 


Art & 


me 
ACTION- 
PACKED: 


Space 
Balloons 


oF 
/ 


Jet 
Rocket 


@ They're naturals for a bang- 
up premium campaign in 
today's world of satellites 
and rockets — every kid 
will want one! 


Have your name or ad im- 
printed on them — they're 
sure to be seen! 


Write for— 
Full Color Price List 


227 Sycamore @® Ravenna, Ohio 
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PERSONALIZED 
de Rae 


GIVEAWAYS 


et a a8 


for LOW COST 
LONG LIFE 
PROMOTIONS 


OILERS 
Tht 
YOUR 
aa a 


IDEAL FOR 
HOME 
OFFICE 
SHOP 
AUTO 


Attractive as they 
are useful .. . these 
handy little oilers are 
wonderful goodwill 
dispensers, too! Stain- 
less —leakproof — grease- 
less — odorless — they’re 
tops with both men and 
women 

The clear, clean plastic dis- 
penser contains highest quality 
service oil, perfect for hundreds 
of uses. Throughout its long life, 
YOUR NAME, imprinted, will be 
seen and remembered with pleasure 
It’s a low-cost, sure-fire promotion! 


LUB-A-KIT 


with your IMPRINT IN GOLD 


Three famous specialized lubricants in a 
handy reusable plastic case. YOUR IM 
PRINT in gold on cover. LUB-A-KIT is 
nationally advertised at $1.00, but it’s 
available in quantity at amazing low cost 
A practical, attractive gift or self-liquidat- 
ing premium 


LUB-A-PAK 


with YOUR NAME IMPRINTED 


Another reusable pocket-size 
plastic pack containing two 
specialized lubricants. Has 
endless uses indoors and out 
Case available in assorted 
colors A quality gift at 
lowest price! 


We'll also package your oil if you desire 


Write for complete information and prices 


PANEF MFG. CO. 


116 E. WALNUT ST. © MILWAUKEE 1, WIS 
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Enter Univac... 


Dream of Master List 
For Direct Mail May 
Soon Be a Reality 


For mail 
people have been dreaming about 
the day when will be one 
“master list” for S. On 
the each and 
every American, carefully coded by 
income level, automobile ownership, 
business and civic positions, 
sex, buying habits, etc. 

With list, all you would 
need do would be push a few selec- 
tor buttons 


many years, direct 
there 
the entire U 


it would be name of 


age, 
such a 


would 
most any kind of specialized list you 
might 


and out come 


want completely up-to- 


date and without any duplications 


Seem impossible? Maybe such a 


day is closer at hand than 


think 


many 


>’ O. E. McIntyre Inc., the fast- 
growing 12-year-old direct mail or- 


ganization best 


(probably known 


for its imaginative campaigns Io! 
Ford), installed a Univac 


II data automation system. The sys- 


has just 


tem is capable of selecting nation- 


wide consume! 


markets by name 


and address, according to pre-ar- 


ranged socio-economic tactors 

For several years, McIntyre, like 
other owners of giant mailing lists, 
has maintained its 36-million family 
list on Each card 


contains the name and address of a 


punched cards 
different family, in addition to such 
information as average Income, type 
and value of housing, length of resi- 
dence, educational level and sex of 
the head of the household 

This entire list is being con- 
a job that 
will be completed in mid-1960. Each 
reel of 14,’ 


approximately 


now 


verted to magnetic tape 


magnetic tape, weighing 
three pounds, will 
contain detailed information on 65,- 
000 families 

With 


Univae’s combination of 


Display typefaces in this issue 


76, 114 Bodoni Bold Italic 47 Lydiar 


1 Modern & Rond B id; 60 Karnak 


iw Clarendon & Mistral 104 t 


1 Modern Italic 123 


126 


26 


Black Condensed: 70 Bodoni 


yaian 


a 


(ditor 


~ 


speed, logical ability and memory 
availability, it will be possible to 
combine a large number of different 
selection criteria simultaneously and 
still run off lists never before pos- 
sible. For example, McIntyre’s en- 
tire 36-million list 


hours 


can be 
the 
“stored” on tape 
Then, the names and addresses se- 
lected for a mailing can be printed 
at the rate of 60,000 per hour 


name 
processed in 45 once 


names have been 


>» The application of Univac to mail- 
ing lists presents dramatic evidence 
of the rapidly changing character of 
the direct mail medium. Just a dec- 
ade ago, about the most complicated 
piece of equipment in the “industry” 
was the common office typewriter 
As Randall P. McIntyre, executive 
vice-president of O. E. McIntyre, 
puts it, “Even typewriters 
were thought to be something that 
belonged only in a Hollywood office 
Even without the Univac 
the building and maintaining of 
mailing lists has become a highly 
automated IBM 
and electronically controlled mailing 
plates 


electric 


use of 


procedure. cards 


have become commonplace 
during the past 10 years 

Now, with the application of ad- 
vanced electronic brains, it seems 
only logical to assume that we 
well be on the way to 


dreamed of “master list.” 


may 


that long 


And in France . 


progress 1n 


- Speaking of 
direct mail, it is 
that direct 
not be 


inter- 


esting to note mail ad- 


vertising may quite SO 
“American” as 

We recently had an opportunity 
to visit with Daniel J. Verge, man- 
ager of Bottin International, the big 
Paris directory publisher and direct 
mail operation. During our discus- 
sion, Mh pointed out that 
Bottin directories (published every 
yeal 1796) that as 
1816 were French 
firms specializing in delivering let- 
ters and pamphlets to private homes 


some have thought 


Verge 
since showed 


early as there 


28, 35, 37, 38, 40, 42, 65 


5 
49 Tems Black Extended; 56 


Black 
Cursive 119 Jom Casual 


Te me 


Black Itali 
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Holle ullouhe te oben Holelbhe otk Ra clhhc ollotle 
the yto oho oho tol clhhe ollollasl Ile cynotlo ullorcyc 


ouho yllo 
Hol eth 


clbhe: oltall walle Ns cilinies ed a ih ; lol clhho ollotly 


oh clthbes collate 


iy 


yee 


oe 


a new fast way to 
accurately indicate 
blocks of copy 

for layouts with... 


Craftint Sis cient 
GORMEOROG 


New thin-gauged, self-adhering acetate sheets give the impression of “‘indicated”’ lettering. Craftint 
COPY-BLOCK is designed to indicate blocks of copy quickly and accurately on comprehensive lay- 
outs and dummies. 


¥ 
vas 


yews 


The new sheets relieve artists and layout men from the tedious job of drawing even pencil lines to 
indicate a block of copy. 

COPY-BLOCK is easy to use. Just place the sheet in position on the layout, cut to the size desired, 
remove backing sheet and burnish down. 


COPY-BLOCK is available in the three sizes of type generally used in body copy .. . 8, 10 and 12 
point. The lines contain the normal leading that would be found in text matter. 
In addition to the three sizes, a sheet containing all three point sizes is also available. Order CB 8-10-12. 


Standard COPY-BLOCK 8” x 12” print area... ...9 85 per sheet 
Thermo COPY-BLOCK (Heat-resisting adhesive) 8” x 12” print area $1.10 per sheet 


FREE Craftint’s Brand new, Shading 


Mediums Catalogue #4... featuring the world’s 
most complete line of shadings, symbols and 
alphabets! Craf-Type *« Crat-Tone « Craft- 
Color « Craft-Copy * Copy-Block * Double- 
tone Drawing Paper * Doubletone Tracing 
Hu cynollo nllonhe ytloo low Hol clhho attette cyttaya | Vellum * Singletone Drawing Paper * Multi- 
. . >rocess ° Sheet Shading Films! 
» salfessatees ylles estocnee Wet clfabies colleatter cycttestfes aallvatbves yl color Process » Top Sheet Shading Films 
@eeeeeeeaeo ooo eee oe eee e 


Sample of Copy Block Pattern 


ollo ullonbo ylle ohow Hol clhheo ollotly cynattay pllatt 


Vas cynolle blouhe y bene hone Hol cheb cttatte cyttagpa | 


CB-8 


& 
THE Craftint MANUFACTURING CO. 


1615 COLLAMER AVENUE * CLEVELAND 10, OHIO 


© yllo ohon tol clhho ollollu cynollo alk 


Yes, send me FREE the world’s most complete Shading Medium Catalogue [ 


he olloll cynollo mllouhe yllo ohow Hol cll : 
Yes, send me FREE actual sample of Copy-Block Pattern 
ollolly cynollo nllouhe yllo ohon Heol clhhe 


NAME 





TITLE 





clhho ollol lucynollo ullouho yllo oho 


isis cnsatitniainnnninne 
Hollo ullouhe yllo ohon Holelhho ollol 
ADDRESS 





the ytlo oho ohon tol clhho ollolly cy 
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PRIDE 
IS THE DIFFERENCE 


Atlantic 
Offset 


Regular or Vellum Finish. 


Offset paper at its best. Ask 
your Franchised EASTERN 
Merchant for samples. Or 


write direct. 


EASTERN 


t Monitess 
Atlantic . 


KASTERN 


EASTERN FINE } 


STANDARD P 9ING N 
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In 1820, there were 10 such firms 
operating in Paris alone 

Direct mail in France really got 
its start, however, in 1859, when the 
sender rather than the 
started paying for use of the mails 


recelvel 


Perhaps direct mail may have had 
an earlier start someplace else, but 


intil vy see additional evidence, 


this as direct mail’s 


think direct mail was 
operation in those early 
in France, here’s what Mh 
ge had to say ‘In 1860, Paris 
had 16 lettershops; 18 in 1864. Some 
of them stated they were able to 
ipply 100,000 addresses per day 
Others claimed to effect a n 
of 5-million mailings per yea 
regardless of where it stan 
no question about the U 
in direct 


In reason 


mailing 


Fun for Kids .. Jack Moran of 
Moran Sale . Bu Ide rs, Roval Oak, 
Mich } 


little gimmick that’s 


? x ¢ y ] 
ip Nl a simpli 


nas come 
providing a lot 
» kids on trips. All it is is a 


strip ol cardboard. printed 


ith numbers from one to 25, and a 
paper clip. You just move the pape1 
clip down the slip, from number to 

ber and keep ack I how 
norses, cars 
you see 
first user of the copyrighted 
device is Howard Johnson restaur- 
ants, which places the counting 
games between the salt and peppe 


shakers on tables and counters 


Goodbye Potato Surplus . . Jo: 
Holly- 
wood toy maker who created such a 
stir with his Ant Farms (January 
AR), has come up with something 
which he expects will help solve the 
nation’s 


Cossman, the enterprising 


potato surplus problems. 
It’s called a “Spud Gun,” and looks 
like a sure hit in the toy field. Over 
a million have already been sold. 

The Spud Gun is a toy pistol 
which shoots raw potato pellets as 
You just stick 
the muzzle of the pistol into a raw 


far as 50’ in the air 


potato and it’s loaded, ready to fire 

Now, figuring that each child will 
shoot a minimum of 12 pounds of 
potatoes with his Spud Gun (there’s 
300 shots in each spud), that means 


12 million pounds of additional po- 
tatoes will be sold in the next few 
months and that may be just a 
starter. 

As usual, Joe Cossman came up 
with a show-stealing presentation at 
New York’s annual Toy Fair. Hi 
contacted potato growers assocla- 
tions across the country and got 
each one to send a bag of potatoes 
to Toy Fai: 

Originally, he had reserved two 
hotel rooms for the show. But by 
the time all of the potatoes had ar- 
rived including 5,000 pounds fron 
one New York potato man alone 
Cossman had to rent four more 


rooms just for potato storage! 


Trend Starting? .. The 
Disneyland 


leisure time and the inc 


coupled Wl 


vel, is spurring the 


of a number of multi-n 
amusement part 
books or ready 

“Pleasure 

vers “Magic Mount: 


Yallas Cente1 


Unlike 


Joston S 


the old-fash 


witt 


Ple: 
ill enable 
ill and adventur 
arly whale hunt, pan fo 
replica of an early West 
village, embark on a pirate 
hunt, drive reproductions 
client Vintage cars, ride 
authentic narrow-gage train 
Denver's “Magic Mountain” 
itors will participate in the adve 
tures of the U. S. Cavalry and reli 
the lives of grizzled trappers and 
miners of the Old West. The Dallas 
Center will present rides between 


replicas of Civil Wa 
With projected attendance figures 


battle lines 


for these new parks ranging from 
one to four million or more visitors 
a year, they are attracting interest 
from an increasing numbe ad- 
vertisers. Lloyd D. Settle, Pleasure 
Island marketing and public rela- 
tions director, who formerly was 
with Disneyland and Pacific Ocean 
Park in California, claims that major 
industrial and business exhibitors 
are increasingly aware of the op- 
portunities which modern recreation 
centers offer them 

“The big family 
Settle points out, 


centers,” Mi 
“offer ‘PC’ 
personal contact with a huge, live 
audience. It’s like shaking hands 
with millions of influential custom- 
ers each season. And the cost pe! 
customer can be totalled in mills.” 
44 








PRIDE IS A LION. The sight of a small boy pulling a ferocious tail. The 
satisfaction of putting a smile on a grandson’s face. Pride. The joy of things more 
than well done. A reason proud printers turn often to Atlantic fine papers. 


EASTERN 


a FF wyion, 
Atantic © ¢ 4 Cover - Bond - Opaque - Offset - Ledger - Mimeo - Duplicator - Transiucent a xkit ce 
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@ International Poster Annual 
1958/59, edited by Arthur Niggli 
Hastings House, N.Y., 136 pages, $12 

Here are some 500 examples ol 
posters from more than 20 coun- 
tries, many of them reproduced in 


full colon 


with a jacket by a Brazilian de- 


Printed in Switzerland, 


signer, this is truly an international 


eltort 

It is fascinating to leaf through 
this collection, attempting to pin 
down the differences in approach 
from one country to another. From 
year to year, this is getting harde1 
As the editor puts it in his intro- 
duction Take away the lettering 
from many modern posters, and no 
one could say in which country 
they originated. In the making of 


posters an international style | 


been more or less attained, suggest- 


las 


ing once again perhaps how small 
the world we live in has become 


In contrast to print advertising 


tne photographer IS not a Major In- 
fluence in poster design. Mr. Niggli 


points out tnat he has attempted to 
include good photographic posters 
Many of these appear, he writes, 


but relatively few are good. The 


, co 
examples reproduced here’ show 
: : : , 

that more is needed than a photo- 
graph and a legend. In most cases 
successful posters are tne outcome 


of collaboration between the 
photo rapher and _ the commercial 
artist—without the commercial 
ista photographic poste ra ely suc- 


ceeds 


Kenneth Groesbeck: H 


Srothers. New Yo 259 pages. S5 
Almost every advertising man 
has, at some time or other in his 


career, nurtured the dream of start- 
ing his own agency, and many, of 
course, have done 1ust that This 


useful and cogent book is for those 


who have just taken the plunge o1 
who are just about to 


The first chapter, typical of the 
iuthor’s thoroughness, is _ titled 
“Starting an Advertising Agency, 


and 20 chapters later, he ends with 

Where Do We Go From Here?” Ih 
between he discusses every phase ot 
agency operation 


up you OW! 


, 
Before you Nang 

shingle, be sure to read this 

and keep it handy as 


gulag o your operations 


e The Huckster’s Revenge By 
Fred Manchee;: Thomas Nelson & 
Sons, New York, 308 pages, $3.95 
This is what happened when 
one veteran adman got annoyed at 
what was being said about adver- 


tising in 


sensational novels ol 


equally sensational “factual” re- 


ports. Writing from a background 
of 32 years with BBDO, the autho: 
takes off with free-swinging lance, 
and tells what he knows of the be 
hind-the-scene picture 





And his method is disarming. H« 
assumes that the book “The Hucks- 
ters Revenge” has already been 
published, and describes the Varl- 
ous requests that have come in to 
the autho) A magazine callec 
Reader's Excerpts does a condaensa- 
tion otf the book (Chapter 2) a 
Saturday Morning Post 


asks the author to write 


otner, 


an al 
ticle (Chapter 5); the author testi 
hes on advertising before t! 
Trashbottom Committee of the U.S 
Senate (Chapter 17); and even an 
interview on the Ned Morrow TV 


Program forms the basis of 


cnal = 
ter (+16) 

Each makes fine reading packKe 
with inside information and mar 
anecdotes, and before you knc it, 
you will have finished the entire 


book. But now, Mr. Manchee, will 


you get around to writing the book 
‘The Huckster’s Revenge about 
which this one is writter 

® The Audio-Visual Equipm D 


“ectory, oth Edition edit { 
Henry C. Ruark Jr.: Natl. Audi 
Visual Assn.. Fairfax. Va.. 24? 


$4.75 ($4.25 if 


payment CCOMD 

order) This is now i Sti dard 

reterence volume amon 1udio 
16 | ] 

visual users, and each edition to 

date has incorporated changes mak 


ing it even more useful 


The bulk of the volum« S 


taken 
up with the pictures and specifica- 
tions Of a a-v equipment, amr nged 
in 23 product categories. A numbe 

of appendices list such informati 
as Image size for various lenses, the 


1 1 ; 
projection lamps that ht each pro- 





ecto! tradenames a tne i 
dresses of all manufacturers listed 
This should be kept handy b ll 
isers of audio-visual equipment 





FILMOTYPE 


Speed! Production! 


Finish that art! But where to 

obtain display lettering and type 

any and every job? 

Filmotype Photo typesetting machine 

of course! Nothing faster, easier to do, 

nore professional in appearance. And 
pennies a word! Filmotype blends a 


printing 


D CONSIDER: The most all-inclusive 
style selection in photo-typesetting 


From 12 pt. to 144 pt./Screens, tints 


right from the machine./Almost 
limitless intermixing of faces 
Note; Play it safe ve with the F yi 
Pays-for-itself P Plar Write for 
plete det today 
— Hove the F pe represent ve ke 
} an app nt wn office f 
4 ’ 
} ¢ ‘ ‘ ' 
hilmotyne: Phono Lefierina i 
ial 
= e p 





FOR INFORMATION WRITE: 


“re JENTER 


exhibits inc. 


230 East 8th Street 
Mount Vernon, N. Y. 


& 


ec EKNIBIT D 


s 
Ss 

~a = 

> 

4 
@ 


name 
firm 
address 
city 


zone state 


SUT TAM eee TT et 
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OU/ 


not more 


possi 


p 


IREMENTS, 


Foreign Catalogs 
Produced at Low Cost 


had to 
machine catalog in English and five 
Here 1S the 


keeping the 


Recently we produce a 


foreign languages 
method we used Tol 


foreign-language editions down to 


a minimum 
The 


plus covel 


consisted ot 16 pag 
The 


color process and the 16 inside 


catalog 
cover was 1n foul 
pa- 
I 


colors many li 


halftones 
layout 


pers in two with 
lustrative 


The 


space 


was planned to allo 
flexibility for the 
lations to fit the same space 
English The 
the cove the inside black 
color with the halftones 
up for the English 

The colo: then ru 
for all the anticipated copies, both 
English and The 
black form with the English type In 
the English 


type was 


and trans- 
as the 
type 


process colo. on 


and and 
were made 
version 

torms 


were 


foreign languages 


it was run fo! 
the 
the 


roreign 


copies 
lifted 
run for all 
Later the ty pe 


foreign language 


then English 


and halftones 
the 


only tol 


were 
copies 
each 
translation was struck where re- 
quired 
This 


back to 


method 


press hve 


eliminated going 


with the 


times 


process colo. insiae color form and 


Careful 
planning enabled the 


halftone overlays advance 
process to be 
carried through effectively and in- 
ured uniform quality throughout 
Z. WHEELER III 


Planning 


Press 


JOHN 
Director 
Dept., Commonwealth 
Worceste Mass 


Layout and 


Closing Date Reminders 
Provide Visual Nudge 


Getting 
executives to 


media men and account 


1 
remembe1 ciosing 


dates of issues tor a give! 


special 
publication 1S 
They 


Cal ds, 


always a problen 


can and do lose postal 


folders, or even mimeo- 


Olem simply and effective- 


than 200 words, with pictures or 
bl 


ADVERTISING REQUIREMENTS will pay 
he re Se nd 
200 E 


r 
I 
| 
rt 


I shed mate 


Illinois St 


1] 
specificatll 


ials to Edito 
Chicago ll 
rned unless 


j reques a 


“‘n postage 


graphed sheets with the greatest of 
Case 
Pressure-sensitive stickers were 


Brightly 
publication 


oul 


the 


answe!l printed with 


special issue namé 
plus the all-important closing dates, 


x 1} 
to altix on the wall, 


they were easy 
desk top, file folder, et« 
Te’ reliable in ad- 


. and constant 


a oa 
We've found them 


hesion, 


ly visible for 


no tuss to use 


elrerence 


‘Flag’ Pen or Pencil 
For Easier Spotting 


A simple 


that 


} 
ana 


Tast Wa\ 


frequently needed 


pent il or erase! 


cluttered 


pen, easlel 


on a desk oO! 


the top 


} ‘a 


board is to “flag” 
a strip of plastic pressure taps 
The should be 


to ¢ omplete ly 


with 


end 


long enough 
] 


tool 


tape 
band the writing 
tab 
the end sris 


is best for 


and make a one-half inch that 
will stick out 
ly colored tape 
will make the “flagged”’ 
spot In addition, the 
from rolling if 
accidentally droppe d to the floor 
EF. STILLWELI 


Calif 


ovel ht- 
this pur- 
pose as lit 
item easy to 
tab will kes p it it 1s 
GLEN 


Manhattan Beach, 


Devises Fast System 
For Cleaning Brushes 


As a designer, I 


solved the 


nave Ve y otter 
problem of cleaning a 
jiffy, by neutralizing its 
co! iplen entary shaae 


instance, 


whel 


can use 


We stport 


Conn 





FAMOUS LAST WORDS (No.8) 


"IZ KNOW ITS ALITTLE LATE...BU7" 


wa 


This happens more often than you think 


An exhibitor that waits until the last minute to call in 
his display builder, is short changing himself. 

Given the time, the display builder can provide dozens 
of exhibit services over and above the designing and 
building of the exhibit itself—and also avoid unneces- 
sary and excessive overtime charges 

GRS&W, for example, can help you plan and inte- 
grate the exhibit into your total advertising program 
furnish you with factual reports on show audience 
develop the exhibit with appeal to this audience and 


provide many other services which contribute greatly to 
the overall effectiveness of your exhibit program 

We urge you to take advantage of these extra services 
Plan your next exhibit early—preferably on the same 
day you sign up for the space 


. and be sure to include GRS&W in your plans. 


Our complete exhibit facilities and fresh creative ap- 
proach to your exhibit problem will pay off with greater 
returns on your exhibit dollar 


DID YOU KNOW — that GRS&W can also provide expert assistance in planning and design 
ing Sales Meeting Properties, Show Rooms and Interiors, Training Aids, Traveling Shows, 
Dioramas, Merchandisers and Special Presentations 


ad exhibits and 
eo. VA displays 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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MARSHALL’S 


COMPLETE 


HUH AY La) 


Solves Graphic Art Problems 
Saves time, money 
& Embarrassment 


are the easy fast answer for ogee 

small areas and details. The pencils 
beautifully alone 
or in conjunction 
with Photo-Oil 
Colors in tubes. 
Set of 18 assorted 
transparent colors, 
complete with ac- 
cessories and sim- 
ple instructions. 
$4.75. 


Marshall's PHOTO- 
OIL COLORS are the 
only photo coloring sys- 
tem with 48 transparent 
authentic colors to hand- 
color photos. Used by 
professionals and in- 
dustry since 1919. 
Sets from $1.65 to £ 
$14.95. , 


Marshall's also has a new SPRAY 
GLASS SPRAY which is a crystal 
clear glossy fixative that gives the pro- 
tection of glass without its disadvan- 
tages. Marshall’s new PRO-TEK-TO 
SPRAY is a lifetime non-glossy trans- 
parent fixative. Eliminates unwanted 
glare for photographing. 


MARSHALL'S complete coloring system is used by 
graphic art people the world over to save time 
and money—why not you? All Marshall products 
are available from any Art Supplier or Dealer or 
write to: 


JOHN G. MARSHALL MFG. CO. 


Graphic Art Div., 167 N. 9th St., Brooklyn 11, N. Y 


Please send me FREE Coloring Brochure 


1 box of Photo-Oil Color Pencils at $4.98 


i 

| 

| 

| 

0) 1 6-oz. can of Pre-Color Spray at $1.50 
| © 1 Advanced Set of Photo-Oil Colors $7.65 
| 

| 
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READERS 


AR Anthologized 


that the 
judges have recommended that the 
article “Separating Colors by Elec- 
(AR, May 1958) be in- 
cluded in Graphie Arts 
1959 


Our sincere 


e Happy to advise you 


tronics” 


Progress 


congratulations and 


thanks for your cooperation 
J. K. Barry 
Fraser Paper, Limited, New York 


(It's an honor to be repres¢ nted in 


Ed.) 


Fraser's fine anthology 


Out of a Strait Jacket 


@ I believe that you did your read- 
ers a service by publishing Charles 
Smith’s excellent article “How Colo: 
Negatives Will Help You” (AR, 
December 1958). Yet in view of the 
strong with 
negatives which still exists in 


resistance to working 


color 


so many places in advertising, 


photography and _ photomechanical 
reproduction, might 


find the following comments inter- 


youl readers 
esting and helpful 

At the start of the article, Mi 
Smith refers to the use of colo: 


transparencies (oo! rathe: reversal 
film) as 
jacket.” He 


normally 


color “working in a strait 


“This 


allows no opportunity for 


goes on to Say, 


control of the finished 
the moment he 


result from 


makes the original 
exposur‘ 

Yet you can see from the enclosed 
colo) transparencies that there are 
definite methods by which the orig- 
which I took on re- 
elab- 
The fin- 
different, 
need be 


inal exposurs 
versal color film can be late: 
orated and precisely 
ished result can be made 
and radically 

If the 


and creatively 


structed, as 


different if 
photographe1 1S expertly 
directed and_in- 
a tew already are, and 
as Many more are coming to be, he 


doesn’t have to 


work in a strait 
jacket, unless he puts one on him- 
self by 


film a strait jacket 


considering reversal color 


> In the 


you will see 


sets of variations enclosed, 
changes in hue, some 
of which achieve a depth of colo 


and a color plasticity which cannot 


be achieved in any original shoot 


ing 


Contrast can also be changed in a 
controllable fashion, and even con- 
verging straight- 
ened without going to a great deal 
of expense 


verticals can be 


By one or another of these meth- 


ods, alone or in combination, we 
often tell the advertiser, 
the agency and the printer how to 
get, without artwork or retouching, 


by photographic means alone, just 


now Can 


needs. even if he 
didn’t know what he would want o1 
need when the original 
color shot was taken 


what he wants o1 
reversal 


EGON BERKA 
Consultant, Chicago 


Photography g 
(The 
Berka 


markable 


examples of versatility M) 


enclosed are indeed, re 
We regret that we haven 
full-color process to reproduce then 
here. Some of them, by the way 
“Popular Photog 


1959 Ed.) 


were shown in 


raphy” for January 


Is Our Typeface Red? 


e I found the March issue of AR 
extremely interesting, especially the 
commendable article “Typography 
is an Art” by Jack Rittenhouse 
However, I feel sure that Mr. Rit- 
tenhouse as a true typophile will not 
approve the misuse of Janson type 
in the specimen, the third line on 
the top of page 126, instead of the 
Nicholas 
should be either Ludlow 
Cloister or Centaur 


design of Jenson, which 


Eusebius 


ARTHUR B. LEE 
President, Arthur B. Lee Associ 
ates, New York 


Is A SPECIMEN 


CAST EXTRA FO 


Get the Name Righi 
n, not Jenson. L 


jen nm family 


e Any Texan bows to a Lee, suh! 
Alert typophile Lee spotted the lack 
of slab-serifs on my example, shown 
incorrectly as Jenson. Cause: a hast- 
illustration 


ily-assembled from an 


alphabetically-ar anged collection 


where Janson preceded Jenson 





Better example would have been 
Eusebius, supplied by Mr. Lee, o 
Cloister mentioned in my article 
Jack D. RITTENHOUSE 
Marsteller, Rickard, Gebhardt and 
Reed, Houston 


EEL 


WANTED 


Pe 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field almost every day, it seems 

that we must depend upon our 
readers to help us keep up to date 
AR will add any such information 
to its files and will promptly jor- 
ward it in response to these re- 


quests Ed 


Flags on Stamps 


® Could you help us locate a source 
where we can purchase stamp sizé 
papel flags of the 49 states? At 
present we are especially interested 
in the state flag of Alaska 
HAROLD SILVERTRUST 
Don-Ba1 Co: Chicago 


VINYL & RUBBER 
(Four specialists im printed stamps a hd 


sent out. But now we need some- 
body who has all 50 state: Things 
are getting tougher l th Le ' 


Ed.) 


index Tabs 


@ I wonder if you could help us 
obtain information on index tabs 
that can be affixed to acetate sleeves 
for use in looseleaf binders 
SHERMAN L. SMITH 
Director of Advertising, Bostitch, 
E. Greenwich, R. | 


( Th ree 
Ed.) 


Stock Photos 


e Will you kindy send me names 
and addresses of sources for stock 
photos, all categories 
Howarp Hout 
Creative Director Town News 
Press, Pompano Beach, Fla 
(A long list of stocl photo source 


is available, and it keeps growu 


the time Ed.) 


oom” MN 
711 


= Pen 


PERMANENT 


Tee Me 


| 4 DECAL SIGNS 


all the permanence of 
a true decal... 


plus the simplicity of 
waterless application 


During the past year hundreds of 
leading national and regional adver- 
tisers made the big switch to 
Meyercord Pressure Sensitive Decal 
Signs. Good reason, too! They report 
getting more sign installations than 
ever before. hey like the perma 
nence of decals... especially when 
combined with the simplicity of no- 
water application. Field men like the 
rapid, convenient installation 
without buckling or wrinkling. 
Meyercord laboratory research takes 
bow for developing these tough, 
durable Pressure Sensitive Decal 
Signs that are built to give long and 
effective service, indoors or outdoors. 
Let our sales representative explain 
what Pressure Sensitive can mean to 


your Point-of-Sale advertising! 


Make Sure You Use Only Tested, & 
Quality-Controlled Decal Signs 


hl 


Send for your copy of The Meyercord AD-Visor 


. full color brochure. Write on company letterhead .. . 


the MEYERCORD co. 


Dept. K-207, 5323 West Lake Street, Chicago 44, Illinois 
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~The 
* INTERNATIONAL: 


Warrier 

Process 
... The Improved Gravure Engraving Method... 

PROVIDES NEW ADVANTAGES 
IN THE ART OF GRAVURE ENGRAVING 
that add up to 
BETTER 
COLOR REPRODUCTION 


Ask us to give you complete details! 


7. — 
ile 2 nate nat 


a 


Gravure Sne. 


t ta 


Pett ee 
Pi ai) | 


Phone YUkon 6-4174 


ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 


. ; 
Spotbight your merchandise with a 


HanKscrarrT BATTERY-OPERATED 


DISPLAY TURNTABLE 


Carries balanced loads of up 
to five pounds. Unique motor rs . 
design provides unusually long -/ Uses two ordinary 


battery life. Simple UL-ap- CYS flashlight batteries 


proved “on-off" switch acti- 
vates motor. Diameter 6°4” 


(can be enlarged with discs); iS Place it 
height 2%”; runs at approxi- 
mately 2 R.P.M. Order several 


ie 
OO) tee. 
soon — and watch your sales . 0 outlet 


curve soar! 
| | Revolves for 
" weeks without 
——— attention 


® no plugs, wires or 
outlets needed 

® needs no lubrication 
or special maintenance 

® ball bearings keep 


display smooth, silent 
and steady 


HANKSCRAFT CO. 


Display Motor Division 
REEDSBURG, WISCONSIN 
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Conventions 


All meetings listed here are annual 


conventions, unless otherwise described. 


JUNE 


4-5 National Assn. of Exhibit Man 
wers Inc. Chalfonte-Haddon Hall, Atlan 
tic, NJ 

7-10 {dvertising Federation of Amer 
ca, Leamington, Minneapolis 

9-13 Siath Intl {dvertising Film 
Festival, Cannes, France 

15-17 Technical Assn. of 
Irts, Mange r. Rochester, N \ 
17-27 > International Plastics Exhib 


tion, Olympia, London 


yrapn 


21-25 National Assn. Display Indus 
tries. Conrad Hilton, Chicago 

23-26 Store Modernization 
Coliseum, New Yor 

24-26 {merican Market 

Harvard University, Boston 

28-July 4 9th Intl 

Aspen, Colo 


JULY 


27-31 Photographe 
1, Statler, Los 


AUGUST 


28-31 fi g Specialty N 


ertisin | atl 
{ssn Fall Fa Palmer House, 


Chicago 


SEPTEMBER 


4- 


Geral { {ss7 
{ 


me 1 Ine Waldort Astoria, New 
5-9 Intl. Assn. of Printing House 
Craftsman, Statler-Hilton, New York 
6 Vatl. Graphic 
\ 
6 


Direct Mail Advertising Ass 
Queen Elizabeth, Montreal, Canada 
14-16 Vatl. Paper Trade Assr Fall 
Convention, Conrad Hilton, Chicago 
16-19 .. . Wail Advertising Se ce Assn 
Queen Elizabeth, Montreal, Canada 
17-18 Vatl. Electric Sign Assn., Fall 
Conference, Netherland Hilton, Cincinnati 
22-25 Office Equipment Manuta 
turers Institute National Guard Armory 
Washington 
29-30 ewspaper ROP Color Confe 
nee Worl shoy The B Itmore. Ne WW York 
29-Oct. 2... Industrial Film & {udio 
J isual Exhibition Trade Show Bldg ‘ New 
York 


OCTOBER 


3-11 Intl. Shor 
ng, Publishing <¢ ap 
Grounds, Milan, Italy 





September, 1959 


Sept. 1-30 
Child Foot Health Mont! 
by Natl. Foot Healt 
Bldg, Rockland, Mass 
Vational Better Bre 

sponsored by Ce 

S. LaSalle St., 


Vational 


iit! 
it! 


Foundation n 
NW, Washington 
Water Conditionir 
ored by the \ ite 
Box 651, W. Wesley St 
Protein Bread Sales Mont! 
ored bv Nat Bread Sales 


N Maron St. Oak Parks FROM ANY 
Sept. I1-Nov. 30 lt 
I G R | ge Cam | petiso = OF VIEW 


v America 
Av.. New York 


Sept. 6-12 
Natior 
Wee 


R, , 
Complete range of sizes, materials, styles at 
amazingly low prices. Used by America’s largest 
advertisers. Ask for our free design service and 
quotations without obligation. Will warehouse and 
drop-ship as you require. 
“Wall Showmanship Since 1927” 


HOLLYWOOD BANNERS 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
OES iae yoy ° New York 16, N. Y. ° TELEPHONE: OR 9-4790 


a DEMONSTRATORS | 


add action to sales talks 


Graphic Demonstrators show your 


product in motion put over point 

that are difficult to describe 

words fit easily into brief 
envelopes for mailing. For example 
the model illustrated show 

Sept. 13-19 parallel action, what happens wher 


Nations RB eo We ieee : an ordinary tire blows out and how 
Nat A coy nt Blintice 1) ; this is prevented by a new tire design 


Madison Av.. New York : : arecee 
Wield CALCULATOR fonda insect ar 
: ompany letterhead will bring yo 
Sept. 14-19 : COMPANY so e Graphic Demonstrators 

! : 633 Plymouth Court, Chicago 5, Ill., Dept. B-33 / t 
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Next Month in au 


Closed-Circuit TV 
Down on the Farm 


The production story be- 
hind an unusual telecast 
produced for the Ford Mo- 
tor Co., which used, for the 
first time, a tape studio on 
wheels, and grew its corn 
under a plastic roof. 


Sept. 15-30 
Vational Eat Lamb Week sponsored 
by American Sheep Producers Council, 
909 17th St., Denver 2, Colo 

Sept. 15-Oct. 15th 
Vute Your Muffler Month . . Spon 
sored by Irving J. Rosenbloom and As 
sociates Inc., 400 N. Michigan Av., Chi 
cago 11 
Vational Wallpaper Month spon 
sored by Irving J Rosenbloom and As 
sociates Inc 100 N. Michigan Av., Chi 
cago 11 


Sept. 17 
Citizenship Day 


lamation } 


Sept. 18 
Vational Chiropractic Day spon 
sored by Natl. Chiropractic Assn... Na 
tional Bldg., Webster City, la 


Sept. 20-26 
100% Pure Maple Syrup Weel 
sponsored by 100% Pure Maple Syruy 
Institute, St. Johnsbury, Vt 


Sept. 21-26 
Vational Sweater Weel sponsore 
by Knitted Outerwear Foundation, Nat 
Knitted Outerwear Ass 386)6~Fourt! 
Av., New York 16 


Sept. 26 
Kids Day 
ternational 
cago 11 


Sept. 26-Oct. 3 
Vational Tie Weel 
The Mens Tie Fou 
Fourth Av.. New Yor! 


Promoting with the Mayflower II 


Electric Fan Display 
Spons ed by Nut 
facturers {ss7 
dork Ij 


electric fans. The display must feature 


How a sponsor got the max- 
imum value from being 
connected with a natural 
public service program. 


Also... 


How to add impact to 
your printing by using 
colored paper. 


electri fans exclusively ind must 

clude a pennant. It must remair t 

east a period of one week, and must 
installed after April 15 and 


Closes June 35, 1959 


Gold [Aail Box Trophy 
Sporsored hy the Direct Ma {die 
neg Assr > Kast 57th St Vew ) 
Open to direct mail campaigns consist 
ing of four or more mailings made afte 
July 16, 1958. Forty-two campaigns 
How a national adver prey saree ie te gue. aan 
mail eategory, while tour each trom the 


tisement in many publi- 
cations is produced and 
scheduled. 


How to find your way 
around the many meth- 
ods of setting headlines 
with cold type. 


mail order low budwet. lette campaigi 


ind house organ ErOuUps vill iis OWT 
prizes, Campaign judged “Best of Al 
vill win the Gold Mail Box Trophy 
in DMAA is not a requisite 

the competition but in 

“+ ill be charged al 


Closes July 1, 1959 


Mies Kimball Awards 


{ssn. Intl... 18120 James Couzens Hu 


. » continued on p. 23 
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Continued from p. 18... 
Detroit 35. Open to creators and pro 
ducers of outstanding direct mail ma 

terial, originators of new methods or 

machinery used for direct mail produc 
tion; users of direct mail who have sig 
nificantly influenced the industry iu 
thors and teachers of direct mail. Nom 
rations should include name and title of 
ndividual making the nomination is 
vell as name and detailed qualification 


ne nominee 


Closes July 10, 1959 


PIAA Self-Advertising Awards 
Sponsored 1 Printing Ind 
{merica fr 28 Connecticut 
Washingto 15 Mille Printing 
chinery Co 1117 Reedsale St 

Open to all letterpress 

gravure silk screen and allied 


ss printers in the United States 
( anada, 


and the Hawaiian Islands 
vhethe PIA members or not. Material 
submitted must he m ad campaigns 


ompleted s ‘ D ) 1953 \ 


vertising med 
mens include iny 


idvertising Awa ds \\ I 
S1.000 cash pri id nine Bennys 
Closes Aug. 14, 1959 


Retail Packaging 


Sr er 


Closes Aug. 31, 1959 


Machine Tool Ads 


S 


Closes Sept 1, 1959 


Don't forget, Jim, you dreamed up 
that contest to send in the most bot- 


tle caps. 


#5 


Max Factor’s formula for its 50th Anniversary “Sellebra- 


tion” includes dramatic new packages, attractive new 


prices — “‘Sellectively” displayed in a full line merchan- 


* ited 
pure Taye tale 


t 


J. M. BUNDSCHO, INc., 


diser — designed by Carl T. 
Mason Company, Inc., pro- 
duced by KCS. Result — 
thousands of dealer place- 
ments and whopping sales. 
So, if you want to “Selle- 
brate”’ or just sell products 
— call KCS to help put the 
“push” in your next 
promotional 


campaign. 


JS —_—, 
KCS 


KIRBY-COGESHALL-STEINAU CO., INC. 
610 E. Clybourn St., Milwaukee 2, Wis. 


Advertising Typographers 


80 North Wabash Ave. * RAnd h 6-7292 * Chicag< 
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If it matters how well your self-adhesive 
signs look, adhere and last... 


Genuine FasCal Vinyl and Chrome self-adhesive materials 
are identified by the imprint on the back. This is your assur- 
Look for the ance the sign has 
superior high-tack adhesive 
a smooth, glossy surface that will not peel, crack or de- 


laminate...a surface that screens beautifully and lasts 
and lasts 


high resistance to heat, cold, road dirt and chemicals 
backing that peels off easily, uniformly — consistently! 
a reputation for top quality earned through years of use 


If this is what you want, insist on FasCal. It’s imprinted to 
help you avoid unsatisfactory substitutes. Samples gladly 
submitted on request. 


Imprint on the Back 


Fasson Products 


Department A-6 * 250 Chester St. ¢ Painesville, Ohio 
an Avery company Elmwood 2-4444 
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Adwertising Requirements 


With the changes which are taking place 
in marketing, sales promotion frequently 
is the cornerstone of the entire advertis- 
ing program instead of an afterthought. 


Sales 


a The media included within sales promo- 
Promotion 


tion have become increasingly important 
during the past decade. 


The total volume of sales promotion ex- 
penditures has reached a level of at least 
$6 billion annually — and is climbing. 


Comes 


BUT sales promotion still lacks a good, 
workable definition and has yet to reach 


a status of full acceptance and maturity. 


of Age 


By Dick Hodgson toward ¢ 


identified, 
ade quately 


Just a short decade ago, sales pro- tion program 1O1 ynsun > Actually, 
motion was one of the also rans” and industrial com} les that anyone 
in the marketing mix. Few com- This does not mean, however, that importance of 
panies had gone to the ‘bother” to sales promotior has reached a status anybody Let's look 


even decide just what should be ol full acceptance 


maturity a 
: rt 1 1 =) ® promot 
called sales promotion and even While the trend is well established, eee: 


] \ 1 1 \ nside 
fewer felt it necessary to assign there is much work to be done be- ee ees 


inl 


1 

: ad t an 

some specifi individual or  indi- fore sales promotion becomes } aea O : 
: fter everything else has been de- 
1 


viduals to assure an adequate sales versally accepted and understood 


. 1 mn : ' l 1 ‘ith the changes which have 
promotion job. Still fewer were The job of consolidating the in : ee 


1 1 ’ taken place in marketing, sales pro- 
which have been made and an , 


willing to establish a separate budg- , 
] motion trequently 1s th yrnerstolr 
et just for their sales promotion ing sales promotion’s rightft plac . 4 ” P nen 


activities 


thy 


; . . I itire advertising program 
within marketing falls to those who 
Now, just 10 short years later, we have already achieved new stati ® The media included within sales 
are in the midst of a definite trend due to the developments of the past promotion have become increasingl\ 
Important during the past decade 
will continue to grow i 


as the pace ol! 


accelerates 
“ ° os ss 
special att Gf ei 
> The total volume of 
e# nition re gD qp ii media is probably 
approximately $6 billion spent 


the | S 


June 1959 





SPEA Convention Highlight 
n Executive of the Yec 


must be considered the minimum 


annual expenditure for sales pro- 


motion media 


This figure might appear to be in 
conflict with others which have been 
ited for the total annual advertising 
and _ sales promotion volume. Ac- 
tually, there are no reliable statis- 
tics available to cover this area 

Most of the 


past have failed to include many of 


figures used in the 


the media which are very much a 
part ol sales promotion as It Is prac- 
ticed today. Unfortunately, there is 
no single acceptable definition ol 
sales promotion. However, for ow 
purposes we have been considering 
sales promotion as the portion of the 
total sales development package 
which excludes both advertising and 


person-to-person sales effort 


>In this definition, advertising is 
composed of those promotion media 
controlled by external organizations 

such as publisher s, broadcasters, 


outdoo1 these 


companies, ete. In 
cases, the audience and physical di- 
mensions of the medium are not di- 
rectly under the control of the ad- 
vertiser 

Admittedly, this is a rather com- 
plicated way of defining sales pro- 
motion, but it has had to serve in 
the absence of any other workabl 
definition. This lack of a clear-cut 
definition has been one of the great- 
est handicaps in the development ol 
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center) receive AR award as Sal 


SPEA 


eremonie Juring 


Hodg n 


maturity for sales promotion as a 
separate field 

Asa general rule, sales promotion 
encompasses such media as direct 


mail, exhibits, 


point-of-purchase, 
sales meetings, incentive programs, 
merchandising of advertising, cata- 
logs, promotional packaging, sam- 
pling, salesmen’s aids, audio-visual 
aids, contests, advertising special- 


ties, external house organs, etc 


From this list, you can probably 
quickly see why there might be con- 
flict with the figures usually offered 
as the total volume for advertising 
and sales promotion. For example, 
such items as external 
house organs and salesmen’s aids 
are seldom included in the figures 
which have been used in the past 


catalogs, 


> All of this leads to the obvious 
question of why it should be im- 
portant to recognize sales promotion 
as something distinct. That can best 
be answered by the fact that an in- 
creasing number of companies are 
putting added emphasis on 
each individually considers 
promotion to the extent of es- 


what 


sales 


tablishing separate sales promotion 
departments and backing them up 
with separate promotion budgets 
As this trend continues, a com- 
mon language becomes a necessity 
Consider, if you will, just one sim- 
ple example the company seeking 
an executive to head up its sales 
promotion department. How can the 
job opening be advertised without a 
lengthy description in the absence 
of a definition of sales promotion” 
And if the job is going to call for an 
executive with broad experience, 
what chance is there of finding him 
when sales promotion means some- 


thing different to nearly everyone? 


> With its $6 billion annual volume, 
sales promotion has come of age 
But there still remains the impor- 
tant job of developing acceptance 
and understanding. This is the chal- 
lenge that faces everyone in the 
sales promotion field who hopes to 
share in its potentially bright future 

44 


Sales promotion 


looks ahead 


By R. |. Robinson 
t Sales Promotior 


ins World Aijrline 


New York 


If you compare the profession of 
sales promotion today with its cir- 
cumstances five years ago, consid- 
erable progress is evident 

Everyday more companies are 
getting a better understanding of 
the sales promotion function. As a 
result, their sales promotion depart- 
ments are getting more considera- 


tion in their over-all marketing and 


selling plans. Salary ranges have 
increased accordingly 

Today retailers are insisting on 
strong promotional campaigns from 
manufacturers and suppliers. Many 
of these retailers are reluctant to 
take on merchandise without good 
promotional Campalgegns and mer- 
chandising aids going along with it 
Clients have been demanding and 
getting more sales promotion as- 
sistance from their advertising agen 
cies, forcing many of these agencies 
to staff-up with 


sales promotion 


personnel and departments 





| 
j 
} 
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All over the country, specialized 
sales promotion agencies have 
sprung up as new business ventures, 
anticipating the need by 


business 
and industry for 


increased mer- 
chandising and promotional 
ance 


assist- 


Hundreds of companies in recent 
years have either established 


new 
sales promotion 


manager positions 
in their organizations or have clari- 
fied and changed what once 


was the 
loose ends oO} 


catch-all department 
into one that has stature and 
portance in their marketing 
selling organization 


im- 
and 


> Let’s take the field I know best 
alr transportation. I believe that I 
originated for TWA the first sales 
promotion department, as such, in 
the industry. This was back in 1944 
Sure, there were quite a few 
sales promotion techniques being 
used then and before, but the 
tivities were spread all 
lot. Some were 


at 
over the 
being handled by 
the sales department some by 
advertising and others by pub 
licity or whoever happened to hit 


on an idea There was little or 1! 


coordination 01 integration with 
sales and advertising and promo- 
tions were failing for lack of props 

know-how and execution at the 


consume! le Ve | 


The organizing and educational 
process took 10 years. But, during 
the last four years almost every 
airline—domestic lines, internation- 
al carriers as well as foreign com- 


panies has established and 
veloped its own 


de- 
sales promotion de- 
partment. I am sure if you investi- 
gate other industries you 
parallel situations 

I think you must agree that ther 
is a much greater awareness, 


derstanding and appreciation of the 


sales promotion function on the lo- 
cal, national and corporate scene 
today than four or five years ago 
> We in the sales promotion bus 


ness are facing a real challer 


the immediate future Comps tition 


in all field for the consumer dolla: 
grows every day 
What does this mean to the ale 


promotion man? It means competi- 


to be 


tive merchandising is going 

come “keener” than ever. More and 
better sales promotion programs art 
going to be a must if a company ex- 
pects to stay in business 


You are going to have to be bette 


than your competitor, have mort 
ideas, learn new techniques, get 
better execution, be faster on yout 
feet and be constantly aware and 
up-to-date on whats going on 
around you in not only your own 


field but in other fields as well. 44 








special Ar 


convention report 





Reports from the second national conference of the Sales Promo- 
tion Executives Association, held at New York's Hotel Roosevelt, 


appear throughout this issue of AR. For your convenience, we 
are listing them below: 


Sales Promotion Comes of Age p. 25 


Dick Hodgson, AR Executive Editor, reports on the rapidly 


increasing importance of sales promotion as a management 
function. 


Sales Promotion Looks Ahead p. 26 


R. I. Robinson, TWA. looks back to the beginning of sales 
promotion and ahead to its future. 


What is a Sales Promotion Executive? p. 28 


Vernon C. Myers, publisher of “Look.” goes to the diction- 


ary to come up with a definition which illustrates sales pro- 
motion’s management role. 


Sales Promotion in the Field p. 35 


An expert gives nine rules which will make your sales pro- 
motion program more effective when it gets out to the bat- 
tlefront of the local dealer. 


Don’t Favor What You Know Best p. 37 


Nicholas Samstag, Promotion Manager. Time Inc., passes 


on a piece of advice which everyone could absorb with 
benefits. 


Incentives Help Sales Promotions p. 38 


Gordon Nereim, vice president, E. F. MacDonald Co., out- 
lines some of the factors involved in using incentives. 


Nine Ways to Get Sales Promotion Ideas p. 40 


Ferd Ziegler. vice president. McCann-Erickson, outlines a 


systematic method of approaching a new problem in sales 
promotion. 


A Sales Promotion Program with a Personality p. 42 


Ted Sanchagrin, AR Eastern Editor, tells how Van Heusen 


has built its entire promotional program around Bert Parks, 
television announcer. 


New Trends in Direct Mail p. 65 


Robert F. DeLay, DMAA president. takes a look into the fu- 


ture of this burgeoning medium. based on the views of ac- 
tive users. 
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special aa B° 


convention 


re port 


What is a sales promotion executive? 


By Vernon C. Myers 
I Look Magazine 


New York 


What is sales promotion? What 
is a sales promotion executive? The 
last word is the easiest to define 

As nearly as everyone knows, an 
executive has practi ally nothing to 
do except to decide what is to be 
done to tell somebody to do it; to 
listen to reasons why it should not 
be done, why it should be done by 
someone else, o1 why it should be 
done in a different way; to follow 
up to see if the thing has been done; 
to discover that it has not; to in- 
quire why; to listen to excuses 
from the person who should have 
done it to follow up again to see 
if the thing has been done, only to 
discover that it has been done in- 
corre tly to point out how it should 
have been done; to conclude that 
as long as it has been done it may 
as well be left where it is; to won- 
der if it is not time to get rid of a 
person who cannot do a thing right 
to reflect that he 


wife and large family, and certain- 


probably has a 


ly any successot would be just as 
bad and maybe worse; to conside1 
how much simpler and better the 
thing would have been done if one 
had done it oneself in the first place; 
to reflect sadly that one could have 
done it right in twenty minutes and, 
as things turned out, one has to 
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The publisher of “Look” examines 


the nature of this newcomer on the 


business scene, and defines his position. 


spend two days to find out why 
has taken three weeks for some- 
body else to do it wrong 

The definition of an executive is 
easy. But, when one consults the 
executives, he finds vague, unre- 
lated definitions of those first two 
words—sales promotion 


> So one turns, 
Webster' 
Webster defines promote 


flatly, to a basi 
source 


ap 


exalt in station, rank or honor; 
elevate; advance.” And then, “to 
contribute to the growth or pros- 
perity of” (in this case, sales). And 
“Promotion,” according to Webster 
is, “simply the act of promoting.” 

Now we turn to sales 

“Sale”: “Act of selling: a contract 
whereby the ownership of property 
is transferred from one person to 
another for a sum of money or 
loosely, for any consideration 
(Webster must have been a Solo- 
mon). 2. “opportunity of selling or 
being sold; demand; market.” 3 
“Exhibition for selling; status of be- 
ing purchasable, as in for sale or 
on sale.” 4. “Public disposal to the 
highest bidder; auction.” 5. “A sell- 
shopworn 01 
other marked down goods at bar- 
gain prices.” 


ing off of surplus, 


Now, of these Webster definitions, 
I think there is really only one you 
would sit still for—‘property is 
transterred from one person to an- 


other for a sum of money (Too 
frequently, however, I'm afraid that 
other definition of sale creeps into 
thinking about the sales of 


sales 


promotion—that one about 


“sur- 


plus, shopworn or other marked 


goods at bargain prices. ) 


aown 


> Now let's put Webste1 


on this business of defining sales 


loge the: 


promotion And Webste: Says this 
‘To contribute to the growth o1 


prosperity of (that’s the promo- 
tion) “the transfer of goods from 
one person to another for a sum of 
money” (that’s the sales.) 

Sales promotion can then, very 
simply, very directly be called ex- 
actly what it is—management 
Now, I did not come here today 
to play semantics with you about 


words like “management,” “market- 
And, 


they are 


ing,’ and “sales promotion.” 
in reality, I don’t have to 
all the same words 

Consider for a moment what a 
business is! 

Stripped of all the multitudinous, 
strange, complex, frequently con- 
fusing branches of activity which 
have grown out from the main 
trunk of the business tree, we find 
that the main trunk is simplicity it- 
self—produce something and sell it 
under conditions which permit the 
realization of a net profit 

Produce sell. profit 


These three words are interde- 
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pendent and they 


business 


make 
You can’t take away any 
word of the three and still have a 
business at least, not for very long 
Produce and sell but no profit 


together 


that’s no good 

Produce and profit—how can you 
profit without selling what you pro- 
duce? 

Sell and profit what do you sell 
if nothing is produced? 

No, you need all three to have a 
business 

I have said that sales promotion 


IS management Some of you by 


\ 
now may De 


wondering whethe1 
I've made a mistake and think In 
addressing the National Association 
of Manufacturers 


it, how customary and easily we 


Interesting, i 


management with manu- 
And, 


back to our three 


associate 


facturing 


ell proht produc 


management function 


> Today Salt l , ese alt becon 


ing still more, majo! 


concern 
ol top management and more and 
more sales-oriented men and wom- 
en are moving into tap manage 
ment positions 

This process ol iging to toy 
posts ot re sponsibilit 


company 
those people who are able to see 
the resources and facilities of that 
company transformed into profitable 
sales producing potential—thi 
process W ill continue and at an eve 


r rate 


> In my opinion 
plan will have beer drawn \ 

a sales promotion executive 
gardless of his title More and 
ore we are hearing the title “Mar 
keting Directo as the oy -all 
producer of this plan and the dire¢ 


Again be« aust 


differ Oo wldely in size 


tor of its execution 
companile 
character and structure, a mé 
ing plan can be as simple 

cilled note attached to 

paycheck saying 

10 more sale 

to a document as thick as the Man- 
hattan phone book and as detailed 
mother-in-law 


daughte 


as a opinion ot 


her only 


unemployed 
husband 
A marketing plan can be drawn 


for a speci short-range push a 
selling event, the specifics for In 
troduction of a new product, the r¢ 
imaging of an old product, or it can 
be a long-range basic philosophy 
kind of a plan which almost be- 
comes a statement of company pol 
icy andor the opt rational proce 
dure book 

Whatever the plan, the 


persons who have 


pe rson > 
drawn it should 
taken into 
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have account many 


things—the product, the production, 
the timing, the sales force, the ad- 
vertising, the promotion and mer- 
chandising, the pricing, the compe- 
tition, in some cases the company’ 


cash position, or what its 


Snares 
have been selling for on the stock 
market, a budget for the effort and 
certainly, the objectives to be 
achieved—plus or minus. The ob- 
jectives should be related to pront 
but obviously in a given plan, profits 
may be subordinated to other goal 
which, if achieved, will in 

other times or in othe: 

tribute measurably 

marketing plan in itself 
xpression ) sales pre motion 
that’s a 
what I 

to be I 


marketing 


Brothe rs 


shot at the 
illy somebody Says 


] 
i hot deal, or contest 


tne 
the pivot 
He is 


with the customer, 


ing process 
Saies 


ne manat 


ill company 


s and policies 

and 
From 

sales pt! 
when any part ol the 
it of balance, make su 

to improve it. He’s the n 

in the middle in the best possible 
position t spark-pl ig, to coo d 


nate n valuate the total s 


proce 


Many sal 


In addition to 


held responsible 


plan 


ild 


arms 
sales fores meet- 


factors ( 


management, et 
ings, distribution whole- 
salers, retailers etc.), preparatior 


of sal kits and so or 


2. External . 
terials buy-ri 


enthusiasm, 


Now, know that tl 


ll> 


said fast and crudely and 


ly hit it with the broad brush. But 
here is where the definition or con- 
cept of 


sales promotion is im- 


portant. And, I must confess that I 


find myself almost unable to accept 
the narrow, restricted role concept 


of sales promotion 


> Sales promotion to me Is a State 


of mind which feels responsibility 
10! all 


phases ot 


operations © 


course, if you started your own 


business, you would feel this re- 


sponsibility very 


Keenly 


vant to know everything about 


ry phas ot operations, wot 
want constantly to improve 
of them, make then blend 
togethe! and all of 


ward the 


course, to- 
basic hiective 1 

ask objective ot vou 
business which to produce more, 
to sel] more, n ; i Preatel 

From this relativ simplicit 

one-man busine great men 
np to visualize this over-all 


concern for company operations im- 


planted within the 


panies 


{ 


of your day 
ply the 


position one 
Sales prom 
nes 


IS top 


> That’s where I starter 
Keep you trom Naving 
round the track 

In closing, let 

this crass parody 


{ 


about 
Are losir 


you, 


If you can 
ers doubt 
And not adn 
If you can 
l Ing otne 
To buy, and 
nalt 
Or ever doubt the boss's brothe 


Couldn't hold a iob most anvwhere 


uu buy from 
your virtu 
Or do the 


the cost 


town 


Ot entertain! 

To think 
lost 

If you ca 
tition 

Steal the 


you ve 


And 
ammur 
Then you'r 


Man, my son! 





‘| 
itt ctu 
j manul® 

/ 


ae } 


alm¢st real 2 





Adena 





This insert lithographed in four colors on Adena Offset, Leghorn Finish, Basis 80 color photo courtesy Kraft Foods 





Adena OFFSET 


CHILLICOTHE PAPER CoO.,, Chillicothe, Ohio 





special ar 


convention 


report 


Sales promotion in the field 


By Joe Norton 


About six weeks ago I w 
in the bar at the Muehlebach 
City witl 
We had 
when Frank 
He sat 
and we started to 
We got 


promotion 


around to 


tion program 
field and that 

We kicked 
all have ( 
about 


what 


industries 


Coc: -Cola, a 


ive, the 


Nabisco 


Ve 
needed 
promotor }0 
arank, and fina 
ished I could make 
the SPEA Conferences 
am, anda here are 


that we came up 


in Kansas City 


Sales promotion programs are devised in the home office, 


but what happens to them when they reach the field? 


Come l n ravel with us. Man- 
promotion department 

do this But 

how about Wl rs? How about 
the gency people? Do the 
who write the 


that 


promotion material 


pared really KNOW how 


the salesman workKs The \ should 


And the only way they can knov 
ror certain 1s to come out into the 
rie ld and do ary person- 


ivestigation with field people 


they 


blunt about 
times when 


ased 


VOUIG Say 

would say 
eo0o0d writing and 
bright individual. But, all 
too frequently, it Says one thing 


\ 


to the salesman The guy who 
wrote this never called on dealers 
ike the deal 


2. Orient 
eventual 
planning a 
an appliance 
ticular pou 


be con ide re 


people 


dealer's point of view What is it 
he needs? What can be most effec- 
in helping him to put on this 
ilar promotion? What will 
sell more? 
may say “but, of course 
But I'm not here to kid you about 
this subject. Kansas is a long way 
way. And in the field we 
that often 


know 
promotions are not 


reated this way. The y seem to be 


all from the factory point of view 
And deliver me from these vague 


Where a _ fabric 


anulacture! IS giving 


‘-In promotions 


a fashion 
how for a hat 


manutacturer fo1 
a local store, and he says to the ap- 
‘Would you like 

tie-in and provide the washers 
» that we 


the 


} 
‘e Salesmal 


show the ladies that 


new le are 


washable?” He 
tells them get a wash tub 
Here's what I'm getting at. Con- 
sider the fact that today our com- 
petition 1S 


getting tougher and 


Joe Norton is the pseudonym of Frank 
A. Armstrong, president, Sales Commu- 
nication Inc., New York, Mr. Armstrong 
was listed in the progrdm of the SPEA 
Conference, but the speaker at that 
time introduced himself as “Joe Norton,” 
a user of sales promotion, from whom 
Mr. Armstrong had got so much infor- 
mation that he had invited Joe to make 
the speech for him. Only at the end of 
the speech, which was one of the high 
spots of the Conference, was the speak 


er's true identity revealed. 
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A 9-point Guide to Field Work 


1. Send your promotion writers 
out into the field so they will know 
on a personal and intimate basis 
the audience that they are writing 
for. 


2. Orient your promotion pro- 
grams to the specific needs and 
wants of the sellers . the retail- 
ers... the salesmen. 


3. Consider more and 


more 
local area promotion needs. We 
still have a national market. But 
to an increasing degree we need 
more consideration for local area 


promotion planning. 


1. Keep the creation of your 
promotion activities as simple as 
you possibly can. The simpler the 
promotion activity, the more easily 
understood it will be by all of the 
people in the chain of distribution 


who have to use it. 


5. Make your 


grams complete. If you want a 


promotion  pro- 


salesman to do something, give 
him all of the materials to do it 
with. The less you ask him to do 
on his own, the more effective will 
be your promotion effort. 


re Out promotion efforts must 


stronger and mort specific to 

in the retailer 

For ¢ xample, the wants and needs 
of various retailer types vary con- 
siderably in the appliance industry 
What the appliance dealer needs is 
one thing and what the department 
tore need is something else and 
vhat the discount dealer needs I 
But the point 
that the most effective 


vould not like to say 


promo 


‘ 


1Omnh prorrams are those that are 
developed with complete considera- 
tion for what it is that the retaile: 


and needs to help him 


tn I do not mean 
that the tactory tory 1s 
cluded It's included Its an im- 
portant part of any promotion ac- 
tivity. But what the 


factory wants 


in deve loping a promotion is to 
get the retailer to use the promo- 
tion and in the process, to sell 
more. And so, from a selfish view- 
point, the retailer wants and needs 


must be considered as primary 


3. Keep in mind the growing need 


Again, 


this gets back to the idea of orient- 


for local area promotions 


ing and developing promotions to 


answer the needs of the 


specific 
eventual user of the promotion and 


carries it a step further to the local 
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6. Coordinate your promotion 
activities. Consider that all promo- 
tion programs must eventually get 
down to one salesman in one ter- 
ritory. Consider the coordination of 
his time in your promotion pro- 
gramming. 


7. If you can figure out a better 
way to get a promotion out to the 
field salesman than mailing it. . . 
do just that. Use the mail as your 
last resort. 


Plan your communication of the 
promotion program as carefully 
and as effectively as you do the de- 
velopment of your promotion. 


8. If you have the extra help, 
and it’s professional, send it to the 
field during promotion drive peri- 
ods to help the salesman. 


9. Plan not only the promotion 
and the communication of the pro- 
motion, but plan the follow-up sell- 
ing activity for the field salesman. 
Most promotions need follow-up in 
order to be effective. Consider this 
follow-up as part of your basic 
over-all promotion plan. 


area retailer. More and more we 


see the demand for greater eftfi- 
ciency and greater results in the 
promotions that we put on 
Competition in the field is getting 
tougher and tougher Compeé tition 
for the consumers’ dollar is getting 
toughe among. the 


men who sell for the attention and 


Competition 


time and money of the retailer in 
support of promotion programs, is 
vetting toughe1 

I'm sure you have all heard the 
phrase repeated again and again 
by salesmen: “But my situation is 
different.” In fact, this idea 
presented so consistently and 
thusiastically by salesmen ove! 
years that it became a cliche 
fore its time. It reached the point 
where management at the factory 
level just nodded and then went 
on about their business 

This is unfortunate because to- 
day this thought which originally 
came from salesmen is an extreme- 
ly valuable one for the sales pro- 
motion creatol 

You can and should consider lo- 
cal area promotion requirements 
Rather than considering the nation 


as one broad area for promotion 
activity, you can in your own dis- 
tribution set-up divide this area 


into a number of sections, each of 


which has a common promotional 
need. Promotion programs should 
frequently be developed to answet 


the specific needs of these various 


sections of the country 
We know that the developme nt olf 


material for this type of program 
will prove to be somewhat more ex- 
pensive. However, in the long run 
the result will be 


promotion programs. Then, the pro 


more effective 
motion dollar cost pe 
will not increase, but 
Crease 

You might say that 
job of the individual 
tributor or salesman 

But we all know that 
easiel said than done The local 
distributor or salesman seldom has 
the time or the manpower ¢ 
skill to consistently ce velop 
kind of local-area promotion thi 


ing that can be created by factor) 


or by an agency group 


4. Keep 
that you de selop simp 
ymotion moves 
tribution to 
Saiesmen 
bette 


Mpie 


lation 

But when 
leaves the factory, a comple tely dll 
ferent set of conditions comes int 
play. The man in the field does not 
ne to consider the p 
with as much attentior 
detail as you do He nas not bee) 
thinking about it for long tin 
He gets it cold 
it fast and it has 


derstandabk 


know tha 


too 


that it will be 
through each step 
distribution. In the 
nothing 

The problen 
promotion program S too com} 
started. If t 


salesmen can yuick and 


cated, 


work the promotion, it ends up 
the promotion program graveyard 
the back seat of the salesman’s ca! 
If it’s simple at the start, the chance: 
of carrying 


inal form to 


lar greate! 


5. Make 
complete 
By complete I mean 


salesman everything that 





in a completely worked out form 
so that he doesn’t have to do it 
himself and sd that the retailer 
doesn’t have work it out 


t 


they start to put the 


vhen 
promotion 
program togethe1 

I have talked to dozens of sales- 
men about this particular problem 
and I find the end result is almost 
always the same. If you are going 
to leave it up to them to 


lot of time 


spend a 
working on and think- 
ing about and attempting to mak 
up their minds about what should 
be done In a partl ilar promotion, 
you are never going to get the pro- 


motion activated 


1adeas 


those 


adaptation 
These 
‘Hold a 


Important Vv 
or “Work o 


send 


re bad 

they represent 
ble challe nee 
nas so 
cases, 
spend on 
motion effort 
knowledge 
to go about 

notional 


t the 


saiesmen 
tion prog} 


you wan 


promotion 


coo! 
with the people who 
set the prom 

Here's wl 


a big in store promotion event 
then come in two weeks later to tell 
him about a big consumer contest 
we are going to run . on my next 
call try to set up a special incentive 
program for his retail salesmen. | 
can. But he gets to think I’m a little 
confused in my planning. 


>» Consider it this way. At the point 
where you get a promotion program 
activated in the field, there’s just 
one man. He has many things to 
do. Among his activities are in- 
cluded promotion ac- 
tivities. Now if you will keep this 
one man in mind for just a moment 
and then consider what there is at 
the other end of the line. At the 
factory and at the agency end of 


setting up 


the line you'll find a whole army of 
bright, creative promotion people 
And they 


basis to develop more effective pro- 


work on a_ consistent 
motion activities 

From the field it often appears 
that individual groups apparently 
travel their own paths 3ut all of 
these paths eventually end up on 
a single track traveled by the field 


salesmen 


There's a Promotion Department, 


A few 
tion period following a talk I gave 
in Cle 
question It was, “What, in you! 
opinion, is the 


months ago, during a ques- 
veland, someone asked me a 
mistake 


biggest 


made by sales promotion execu- 
tives in setting up their annual pro- 
grams?” 

My answer was, “To favor the 
kind of sales promotion they know 
the best 

That answer produced 20 minutes 
of lively, if not violent, argument 
that I won't try to review. But I 


would like 


I meant 


to explain briefly what 


>» The 


asked of all advertising and mar- 


question could have been 
keting and the answer would have 
been the same. For it is inherent 
in human nature to play safe, to 
put the best foot forward and to try 


to avoid looking like an idiot. And 


a Service Department, a Training 
Department, an Advertising Depart- 
ment, a Sales Department—and 
there’s a salesman. From the Ad- 
vertising Department comes. the 
material for merchandising the na- 
tional advertising. From the Pro- 
motion Department comes a_ pro- 
motion. From the Service Depart- 
ment comes a special promotion on 
service. From the Training Depart- 
ment comes a special Training Pro- 
gram. From the Sales Department 
a Sales Incentive Plan. 

What happens is very simple. The 
salesman does what he can do and 
he just can’t do any more. He takes 
those things he feels in his own 
judgment will most effectively con- 
tribute to his selling effort and 
works them. And I think this is 
important. The salesman takes those 
things which will most effectively 
contribute to his selling effort 


> The truth is, that in most cases 
the salesman doesn’t consider train- 
ing as a separate activity and why 
should he? In his eyes, training can 
only be part of an activity with a 
retailer that helps the retailer to 
sell more 


these perfectly natural instincts 
tend to trap the sales promotion 
executive into narrow, repetitive 
programs of promotion that do him 
and his company little credit 

Ask the man who has made his 
reputation In sales contests how best 
to promote any product sold through 
a sales force. It’s like tapping that 
spot below the knee with a rubbe) 
hammer—the jerk is always. the 
same. Similarly, a direct mail whiz 
always wants to put the lion’s share 
of his budget into the medium in 
which he shows up the best. The 
display and poster man vigorously 
urges upon his management a vast 
assortment of visual, over-the 
counter merchandising aids, and the 
devotee of the business paper ad 
goes overboard for his baby 

Actually, it could be said that the 
ideal sales promotion executive 
should either know nothing at all 
about the techniques of his trade 
or he should know all ab 
with equal thoroughness 
tunately, one ot these 


lot more common than tl] 
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@ Incentives help 


sales promotion 


Incentive programs have tremen 


dous emotional appeal, sp aker 
Nereim, vice 
E. F. MacDonald Co.., 
plained to the SPEA 
“Pride of 


history.” 


Gordon president ol 


Chi ago, ex 


recognition has built 
according to Mi Nereim, 


whose company supplies and creates 
incentive 


programs for many larg 
corporations 


Napoleon 


more 


called for more and 
pieces of inex} 

o decorate his 1, I 

the Atlantic for 


I 


ribbon 


CNTUISIVE 
t Aindbergh flew 
recognition, and 
pride forced George Washington out 
of retirement to becor 


President 


ne the first 


> Incentives 
chandise and travel 
to the emotions The 
ich incentives prod 

effects. They 


1. Break the monotony 


2. App al to the heart 
3. Bring th full family 
act 


Spotlight the achie 


goodwill 


ement 


fact and 


A continuing 
should be geared LO ImMproy 
on the past pertorn 
alesman ( Magnavox 
el as prizes 


called 


more 


incentive 


ance ol 
offered trav- 

but it also offered tro- 
‘Maggies At 


alesm«e n 


phies 
300 


signed 


the program.” ) 


You have youl top prizes, but 
everybody should win something to 


make the program effective 


> Among othe things. merchandise 
one-third to one-half 
of the retail price, C 
the othe: hand, he warned, are 
nothing new and produce the 


awards Save 


ash awards on 


In 
evitable campaign slump 

subject, Mi 
steps in build- 
ing a sales campaign with 
tives 


Wrapping up th 
Nereim listed eight 


incen 


1. Choose the prope 
2. Decide who'll 
3. Decide how 


pay 


objective 
participate 


much you 


should 


4. Pick the proper time 

5S. Choose the right offer 
6. Dramatize the program 
7. Keep the 
8 


program interest high 


. Pay off early and often 44 
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Therefore, the would 
like to have the training coordinated 


as part of a 


salesman 


promotion program 
And the salesman thinks that mer- 
chandising the national advertising 
should be part of a promotion pro- 
gram and coordinated in a promo- 
tion program 

And the salesman thinks that in- 
centive programs can also be part 


of the promotion program 


> He knows that he é get more 
promotion programs put In 


with his sellers if these 


plac 

promotion 

programs are coordinated on a year- 

long and planned basis Most sak S- 

men take the year’s selling activity 

and break it up by trips covering 
their various accounts as required 
on a frequency that is in propor- 
tion to volume 

The salesman has to get « 

And if you can develop promotion 
that coordinate with this 
as he moves through his 

territory, then his job will be that 

much more effective and productive 


support the promotion pro 
develop 


suppor 

The mor 
you 
gone f ] \ { < pro- 
motion, be ‘cific about how many 
accounts you'd like to have work 
the promotlo! In fact, l you 
ean, list the account that you'd 
like to have work the promotion 
back on the 


about the 


If you'd like a report 
promotion, be specific 
report back. Provide the forms fo 
the report back Have a checklist 
on accounts on which you want 
report back 

It's helpful to the 

you indicate the deg) 

expect the 
to be tied into a 


prom 
jective. And, there’s nothing wrong 
with putting this sales volume ob 
jective right on the 
Planne} 


Promotion 


> And, let me comment about the 
Plannet It should be 
simple, but it should make it possi- 


Promotion 


ble for the salesman and _ the re- 
tailer to work out on a part-by- 
part basis, exactly what is going 
to be done in connection with the 
promotion: the advertising, the dis- 
play, the publicity, the direct mail 


the salesman incentive the floor 
space, etc 

Far from being a burden to the 
salesman, this kind of specific re- 
quest In connection with a promo- 
tion program is a great help to him 
He knows what you want him to do 


He has an objective, he has some- 


thing specific to work to and this 
must, of necessity, make him more 
effective 


7. If you don’t have to mail a pro- 
motion program, dont. If you can 
think of any other way to get a 
promotion program into the field 
other than mailing it, use it 

I like to think that 


programs are not paper, but peopl 


promotion 


in action. If this is the case, you 
have to consider in getting a pro- 
motion program put in place what 
are the most effective forms of 
communication you can use In orde) 
to get this man to act the way you 
want him to act in support of the 
promotion 

Of course, the most effective forn 
of communication of this type is 
man-to-man meeting in the field 


This, very frequently, is not possi- 


ble 


> There are the 


group 


1eetings in the field in which the 


smallet 
be participation. There are the 
while 


much _ participation 


national meetings and 


| ’ } 
there cant be 


in these meetings, there's great 
benefit in the support and drive that 
can be generated 
And there are so many othe 
ways of getting the promotion story 
There’s closed 
There are group 


telephone hook-ups. There mo- 


ovel to salesmen 


circuit television 


tion pictures, 1 rl "4 et 


short, there a different 


things that you can do that will 


many 


communicate a promotion progran 
effectively to salesmen 


I guess what Im getting at is 
that in addition to considering the 
retaile) 


evel, you have to put a major po! 


yromotion 


| activity at the 


tion of your creative effort on the 


communicatio 


} 


n of the program t 
he chain of distribution 


got specia promotiona 


lp and if it's professional, 
mm 1] 
Che professional salesman 


+ 
It 


There are some promotion 


grams that are developed that 


quire sp cial activities 


Once in a 
while, it doesn’t hurt to clear the 


entire office factory staff and get 


I 
everybody out on the road in 


port oft a promotion activity 

the agency can also participate 
long as these people you send 
the field are 


as they know what they're talking 


professic nal, as long 


about when they start to talk pro- 
motion, then you will find that th 
field salesman will 


help 


The reason 1S simple A sales 


welcome tnl 


man rarely gets paid just for putting 
on promotions. The measurement ol 


the salesman in most companies is 





One of the wavs 


Marvelous Friden 


JUSTO 


can do your business 


typesets (with justified margins ) 


at big savings 


On this Justowriter Recorder (unit #1) 
any typist becomes an expert type com- \ 


positor. Her usual typing -- without in- 


volving special positioning or extra time -- \ 


\ Retail | | TO BE 


produces simultaneously (a) a typewritten 
sheet, for visual check, and (b) punched 
paper tape with identical copy coded into 
the tape holes. 


+ 


Justowriter unit #2, the Reproducer, re- 
ceives code tape “reads” it ... and 
automatically composes the original copy 
in clear, accurate, justified-margin form. 
All kinds of copy -- straight matter, cen- 
tered, run arounds, line leaders, tabular 
matter handled at 100 words a minute. 


FRIDEN SILVER ANNIVERSARY 1934-1959 


eo 


mer 


NADY PLAY ERS 


Jobs like these* result from Justowriter profes- 


sionally composed typesets on direct image plates, 
as used by duplicating machines, or reproduction 
proofs suitable for lithographic printing. 


Compared with hot metal composition, Justo- 


Writer type-composition yields real cost savings, 


The finished work is attractive, aS you can see 


from this printing (itself set on the Justowriter 


and showing Justowriter-controlled justified-mar- 


gins.) Fourteen different Justowriter type faces, 
sized from 8 to 14 points, are a Is 


Valliabie, 


Write today on 


additional information <¢ 


yur business letterhead for 
n the Justowriter, a basic 
Tape-Talk machine in today's “ne 
created by 


Calif. Sales, service 


world {or 
FRIDEN, Inc., San Leandro, 
, instruction throughout world. 


business” 


oe ee 
! Ly HOW 


A 


y Inventory CAPITALIST | 


\ lethod . —tik— | 


Psy 
Men, , 


| caniss eve ctnet 
ill 


(*bulletins, manuals, price lists, booklets, direc- 
tories, catalogs, direct mail literature, house organs) 
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sales performance o1 percent of in- 
dustry penetration. The salesman 
knows the more frequently he can 
have effective promotion activities 
working in his area, the more he 
will sell. Therefore, if you send 
to his area people who can help him 
put on more effective promotion ac- 
tivities, he will not reject this help, 
he will not consider this help an 
intrusion 


> He may be a bit reserved at first 
But once he sec evidence of the 
fact that this is the kind of promo- 
tion help that can help him to sell 
more, then he will take all of it he 


can get and more 


9. Plan the Follow-up The se- 
quence ot events in most promotion 


activities looked at from the sales- 


Vine way: 


By Ferd Ziegler 


At McCann-Erickson, we have 


W 
been engaged in the treasure hunt- 


ing business, the business of find- 


ing the unusual sales promotion 
idea, for a long time As a result 
we have VE loped Some guideposts 
to creative thinking that nave 
proved to be of some he Ip 


We have 


are jus nine 


discovered that thers 
which 


There all'¢ 


locations in 
treasure can be buried 
nine places in which to dig 
The least this knowledge does fo: 
the prospector 1s to kee p him from 
wasting time probing where there 
is no chance of reward. On the 
other hand, it ves the idea-huntet 
the necessary assurance that he has 


left no stones unturned 


>’ While these nine guideposts all 
point in different directions, we fol- 
low any one or any group of them, 
because they all eventually lead to 
the same goal—the ringing of the 
cash register—where we hope to 
wind up 

We have found that any sales 
promotion idea that will ring the 
bell must fall into one of these nin 
categories, the nine basic concepts 
for Sales Promotion 


1. Straight Product Sell . . This 
is the obvious approach, selling the 


differences 


features, the 
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product 


man’s point of view almost always 
involves follow-up. He gets the 
promotion program via whatever 
communication form you develop 
He works it in the specific way that 
you want him to work it. 

Its extremely helpful to the 
salesman if you plan this follow-up 
activity with him and for him 

The good salesman will do it 
himself anyway. But it helps all 
salesmen to have this follow- 


through 


activity considered and 


planned for 


> Again, we get back to the sales- 
man’s time and the planning of this 
time in support of your promotion 
programs. You've got to give him 
the time to make the initial contact, 
to set up the promotion. You have 
to give him the material in suffi- 


the comparisons, selling the pack- 


aging, or using a guarantee. 


2. Tie-Ins .. Can you increase im- 
pact by related 


For example, 


working with a 
product or a service? 
we once had the idea of pe rsuading 
fashion manufacturers to feature a 
new color to be called Coca-Cola 


Re d 


3. Incentives . . This covers con- 
tests, booklet offers, 


price-<¢ uts, 


premiums, 


coupons, deals, 


trade- 
combination _ sales, 
money-back offers, let us buy you 
trial, and the 
like. Anything to provide an extra 


in allowances, 
first package tree 


inducement to make a sale 


4. Demonstrations . . One of the 
best ways to dramatize a product 
is to show how it works, to give 
an actual experience in its use. We 
considet undet 
this heading, or demonstration kits, 


recipe promotions 
or dramatic demonstration ana- 
logies, like those performed by some 
of the electric shaver people with 
peaches and cacti and balloons 


5. Sampling .. This is providing 
some taste of the product via di- 
rect giveaway, 


5 coupons, coupon 


packaging. It is an obvious ap- 
proach in fields where the product 
costs little and is frequently pur- 
chased. In other fields it may pro- 
vide just the right 
Often, sampling and dem- 


onstration go together 


unusual ap- 
proac n 


6. Power Sell .. In th: 


parlance 


cient time so that he gets to the re- 
tailer in time to be able to move 
easily into the promotion schedul 
of the retailer. The lead time fo: 
promotions varies by _ industry 
Most of you consistently take this 
lead time into consideration. 

You should also take into con- 
sideration the follow-up call. When 
will it be made 


made 


. . how will it be 
what will the salesman 
do on the follow-up call what 
will you give him to work with 
how will you remind him of the 
follow-up call ; how will you 
check him on the follow-up call 
do you want him to report back 
to you on the follow-up call? 
> These are the nine ideas fron 
salesmen. Each can make your pro- 
motion more effective 44 


; fo get sales promotion ideas 


of our trade, this is known as mer- 
chandising the advertising, selling 
the frequency or the impact or the 
general selling power of the selling 


effort 


7. Selection . . This is simply 
choosing a specific audience for a 
specific approach aimed at its spe- 
cific interest. 


8. Special Events . . This covers 
the whole area of finding special 
reasons, perhaps extraneous to the 
product, for a special selling effort 
Typical examples are seasonal ap- 
peals, anniversary commemorations, 
holidays, recognition of the mil- 
lionth gizmo to come off the as- 
sembly line, and the like. Often 
these special events can be invented, 
like the National Pickle Week, o 
Dollar Day, or the Westinghouse 
Wonderama Days promotion which 
was so successful in March 


9. Extra Value . . Under this head 
comes a variety of special promo- 
tions. You use such avenues as snob 
appeals, success symbols, | testi- 
monials, service helps such as reci- 
pes or other do-it-yourself instruc- 
tions, or an aura of prestig¢ 

> These nine guideposts tell you 
where to look for the ideas you 
need. And creating ideas is what 
makes us sales promotion special- 
ists. To paraphrase Professor Albert 
W. Frey, it is sales promotion’s re- 
sponsibility to engender enthusiasn 
wherever needed 44 
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VAN HEE SEY f 
J Pica 


ono HEAR BERT PARKS 


= TELL YOU ABOUT 
4 _ THE AMAZING 


© VAN HEUSEN 


A Cony Vai 


AUTOMATIC 


wash n wear shwit 


= 


a 


treamers, even envelope stuffer feature Bert Park 


program with a personality 


Van Heusen, leading shirt maker, has built an entire promotion 
campaign, both national and retail, around Bert Parks, who has been 2. But 


associated with the company since 1954. use tv. However, the retailer 


By Ted Sanchagrin 


AR f ste 1 £ tor 


There's nothing like a good sales 
promotion program to get the maxi- 
mum value out of a television per- 
sonality who is connected with your 
product. A good example of this is 
the way in which Phillips-Van Heu- 
sen Corp., New York, has built its 
program around Bert Parks 

He started with the company back 
in 1954-56, with “Stop the Music.” 
Since then, he has delivered the 
Van Heusen commercials on “West 
Point,’ the “Shirley Temple Story- 
book” spectaculars, “Suspicion,” and 
currently “Perry Mason.” But the 
tv film commercials are only half 
the story 


> Highlights of the “other half” 
were touched on at the Sales Pro- 
motion Executives Assn. annual 
conference. The speake1 was Theo- 
dore M. Kaufman, vice president, 
board member and account super- 
visor at Grey Advertising Agency 
Inc., New York 
“It's important to fill the 1 


modern versions of the retail mat 


not every dealer can or will 

cat 
use newspaper mats. Van Heusen 
supplies a wide variety of these, in 
many sizes Many feature ert 
Parks 

tailer’s need for proper and usable 

promotion by incorporating an idea 

into the national advertising that 


3. While Van Heusen relies heavily 
on network tv and the Parks image, 
it does employ some space adver- 


tising 


can be extracted and integrated in- ; 
Ads featuring Parks run in 


to retail point-of-purchass pro- Good Housekeeping, with a West- 


grams,” says Mr. Kaufman 

For Van Heusen the national ad- 
vertising is $1,500,000 worth of net- 
work tv. The idea is Bert Parks 


And the integration is the use of 


inghouse seal of approval for laun- 
dering wash-and-wear shirts, to be 
incorporated into sales promotion 
angles. Menswear, Daily News Rec- 


ord and Gentleman's Quarterly are 


the known personality at the retail 
level. For the program details AR 
visited Van Heusen’s director of ad- 4. A _ simulated 


other occasional media 


telephone call 
vertising and sales promotion, Rob- slipped under the hotel room doors 
ert J. Mohr and two Van Heusen invited NARCF convention regis- 
account executives at Grey, Roge) trants inthe Palmer House, Chicago, 
Saypol and Maurice Berge to the Van Heusen exhibit room this 

February. NARCF is the National 
> Here’s how they do it: Association of Retail Clothers and 


oe Furnishers. The slip bore this note 
1. The sales promotion facet is built 


into every commercial. Bert Parks 


é ars > Vz ‘usen 60-sec- r anus 
epeers in the Van = ee Van Heusen Room 796. He = said 
1e 


vackaged ; ae 
— some lucky NARCF member must 


win a Westinghouse washer-drye1 


“Bert Parks called—sorry he can't 
be present but invites you to the 


ond commercials 
shirt appears at the end of all com- 
mercials. Edited to 40 seconds, the 


: The agency reports many regis 
commercials are offered for use by 


trants really believed the note 


‘ 


the local retaile Slides and copy > 
: from Parks 


for live voice over 10- and 20-sec- 


ond dealer identification serve as 5. The retailer gets a life-size cut- 


June 1959 - sar] * 43 





FOR 


MOTION 
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DISPLAYS ii) 


to stimulate nso, ) 
the “buy e-motion”( | 
...use TRIANGLE’S \\) //) 

{ 


haay ” 
Sa BEARINGS 


TENS OF THOUSANDS USED SUCCESS- 
FULLY BY DISPLAY MANUFACTURERS! 


Iriangle’s “Lazy Susan” Bearings 


thick; can be re 
cessed to only 1/8” 
revolving 


are only 5/16 
help solve 


turntable 
problems at low cost. 3”, 4”, 6”, 


display or 


sizes. Light or heavy weights 
wivel easily on ball bearings in 


large race. All steel, stamped and 


interlocked construction—no parts 
Write for full information 


TRIANGLE MANUFACTURING CO. 


Div Oshkosh, Wiscon 


TRING 


Your screen processor 
can print on anything 
—even on running water! 
Ask him to prove it. 


Put Punch in Point-of-Purchase 


POINT OF PURCHASE COMMITTEE * SPPA 


to lose 


Complete StockseWhiteeColors 

2 to l4Gaugee@ Tackerse License FRE: 
Plate @ Real Estate e Traffic Con- | GAUGE PLATES 
trol @ Circles @ PROMPT SHIPMENTS | PRICE LIST 


The Yarder Manufacturing Co. 
720 Phillips Avenue . Toledo 12, Ohio 


YOU CAN Free illustrated brochure tells 
how we published, promoted 
PU BLISH and distributed books for over 
3,000 authorsunder our 40% 
YOUR royalty-subsidy plan. Nocharge 
foreditorial appraisal of your 
BOOK manuscript. All subjects ’ 
welcomed. Write Dept. AR 
EXPOSITION PRESS / 386 4th Ave., N.Y. 16 
in ar for july 


How to Use Colored Paper 
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out display of Bert Parks. The dis- 
play, 5’ 10” tall, can be used in store 
or window. The figure holds a pack- 
aged shirt. The display is an entity 
in itself, or can be combined with 
other sales promotion material 
Backed up with a vinyl record con- 
taining a short spiel by Bert Parks, 
the combination doubles as an au- 
dio-visual. Or a live demonstrator 
can put on a visual attuned to the 
record, with nine 1042x14” flip cards. 
The addition of a Westinghouse 
washer adds a further fillip, shows 
shirts 


the no-iron wash-and-weai 


meet Westinghouse’s approval fo1 


automatic laundering 


6. Another display is a dimensional 
tv set, for counter or window. The 
box, 16x12x7”, is in walnut pape 
A silvered board serves as the in- 
backdrop. A _ diecut and 


easeled figure of Bert Parks sits atop 


terior 
the set, measures 8x10”. Individual 
cards, 6x6!0"", with balloon message 
copy, are inserted alongside the die- 
cut figure. Cards are interchange- 
able or can be omitted. One features 
Vantage 
There’s another for the lower-priced 
Vantage. And a third for Vantage 
sport shirts. Dress shirts are held up 


the Century dress shirt 


tol display via a diecut tongue that 
slips into the rear opening of the 
polyethylene Sport shirts, 


plat- 


pac kage 
unbagged, are tacked to the 


iorm 


7. Fo: 
tailer also has access to pairs of 


11x14” easel-backed counte) 


all three shirt types, the re- 


cards 
and 20x24” blowups for wall or win- 
Both come in two colors 
Some are gold and black, 


blue and black, tan and 


dow ust 
others 
black 
Photography or art show Bert Parks, 


each with a balloon message 


8. Direct mail also gets into the act 
This takes the form of 3x4!” en- 
velope stuffers when folded, for use 
by the retailer. They come in two 
colors. One example is a 3-pags 
Another has 
a diecut front page and when opened 
Bert Parks 


Iront page, in 


gatefold when open¢ d 


has a flip-up center page 
is featured on the 


wash drawings 


>’ There are 


tools, too, such as 8!%x12!0” cards 


other sales promotion 
with wash drawings of Bert Parks 


which Van salesmen can 


Heusen 
use as swatch presentation covers 
newspaper mats with Parks promot- 
ing the Van Heusen 417 classic shirt 
line (the number represents the cli- 
ent’s address, 417 Fifth Av.) And so 
the sales promotion program flows 
The client handles some sales pro- 
motion pleces on Parks. The agency 
creates the majority of pieces 

All told, this integrated program 


Parmer House 


Crica 


Simulated Message 


hotel roorr door 


Slipped under 
JOVE 


} big Kick 


produces results. Van Heusen sales 
volume and profit keep increasing 
every quarter over the 
quarter. The Van Heusen 
program has forced Manhattan and 
Arrow shirts into network tv, Arrow 
on the NCAA football games and 
Manhattan into “The Sammy Kaye's 
Music from Manhattan,” the com- 
pany believes. 


previous 


years 


>» And, of course, Van Heusen deal- 
ers have developed a fondness for 
Bert Parks, feel he’s part of thei 
business. Client salesmen say retail- 
ers often ask, “How is Bert?” They 
ask, “How’s his family?” And now 
and then they'll say, “Saw him on 
tv last night, looked tired.” It’s a 
personal interest 

With Heusen 
shows of his own, it figures. When 
the program first started, his like- 
ness was on “Stop the Music” entry 
blanks. Today he appears at the Van 
Heusen 


othe: non-Van 


national convention, this 
spring in Florida, and at regional 
conventions in New York, Chicago 
and Atlanta. Now and then he man- 
ages to give away the client’s shirt, 
as a prize, on his daytime program, 
“County Fair’ (NBC) 44 


P.O.P. Food Displays 
Tested in Field 


An interesting experiment in the 
point-of-purchase field is the “liv- 
ing laboratory” test 
Boochever Corp., Fair 


arranged for its p.o.p 


Interstate 
Lawn, N.J., 
display ma- 
terials in conjunction with the Kings 
Super Markets Inc., Irvington, N.J 

Purpose of the field tests was the 
determination of the best possible 
placement of the best possible type 
of display 
product 


material for a_ specific 
This was accomplished by 
analyzing the relationship of shelf, 
counter and floor space conditions to 
traffic movement and the patterns of 
consumer buying. 

Conducted in all eight retail out- 
lets of the Eastern chain, the ex- 





Good question, especially from one interested in good 
printing. Just as we always come up with answers to print 
ing problems, here quickly, is the answer to your question. 
We're 80 years old, printing-wise. We're a national organ 
ization, with strategically-located branch offices to serve 
you. Our “family” consists mainly of craftsmen. They have 
to be... with some of the most discriminating buyers of 
printing as our clients. 


Perhaps one of the most valuable things we have to sell 
is versatility of printing processes . . . lithography, silk 
screen, rotogravure ... and great flexibility within each 
of these processes. 


Whether your problems concern p. o. p. materials, bill 
boards, spectaculars or direct mail . . . and whether the 
size is as small as a postage stamp, or as large as a 24 
sheet poster . . . you can get it printed right, at Gugler 
Have a Gugler salesman prove this point to you, soon 


Gueglier LITHOGRAPHIC CoO. 


1339 NORTH MILWAUKEE STREET, MILWAUKEE, WISCONSIN 
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FREE 


IDEAS FOR 
BUILDING SALES! 


VURE-MORI 
Rush a 


A terrific new 
catalog describ- 
ing the com- 
plete line of 
VUE MORE 
display turn- 
tables and 
BREVEL $ani- 


mation motors 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


AND FOR YOUR ANIMATED DISPLAYS 


VUE-MORE CORPORATION 


ee a ea) 
601 WEST 26th STREET © NEW YORK 1, N. Y. 
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periment was based on a single 
hand-constructed unit which was 
set up in a selected area and loaded 
with merchandise 

This display was under special 
observation by a staff member who 
recorded consumer reactions. These 
fell in one of the following cate- 


vories 


® consumer passed display without, 
apparently, seeing it 


® consumer obviously saw display 
but passed it without pausing; 


® consumer hesitated slightly be- 
fore passing display; 


® consumer stopped and deliberated 
before passing; 


® consumer stopped and put offered 
product in the shopping cart 

At this point the analyzer asked 
the consumer to determine why, and 
at what point, and at what degree a 
display had fallen short or suc- 
ceeded 

Test periods for each display piece 
ran from three days to a week a4 


Fotofoil Nameplate Kit 
Makes Units in Minutes 


Etched and anodized metal name- 
plates can be made “on-the-spot” 
with the new kit available from 
Miller Dial & Name Plate Co., El 
Monte, Cal 

Designed for research and de- 
velopment departments, the kit 
contains all necessary chemicals and 
equipment to produce quality name- 
plates, dials or panels from a nega- 


tive within minutes 


The nameplates can be manufac- 
tured in a choice of thicknesses, and 
needs no special darkroom facili- 
ties. 

The ingredients of each kit, plus 
a 6-step instruction outline, are 
described in an illustrated folden 


. for more details circle 655, page 128 


Highway Display Booklet 
Stresses Color and Design 


The five basic elements necessary 
for effective highway displays are 
discussed in a full-color, illustrated 
booklet from Minnesota Mining and 
Mfg. Co 

Highlighting the possibilities in- 
herent in vivid color and striking 
design, the booklet, “Welcome and 
Watched For,” includes sections on 
theme and mood, color harmony, 
legibility, proportion and simplicity 

Copies are available 


. for more details circle 656, page 128 


Flasher For Fluorescent 
Provides Animation Effect 


A flasher action device for fluo- 
rescent ballast signs has been intro- 
duced by the Sign Chopper Co., 
Chicago 

It can be used on new or existing 
signs, operates automatically and is 
free of radio and tv interference 

A reliable interruptor which i 
placed in the ballast circuit, th: 
“Sign Chopper” maintains full con- 
trol of the high-voltage circuits and 
uses a cycle of “bright-dim” rath 
than “on-off.” 

A leaflet is available 


for more details circle 657, page 128 


How to Determine Your P.O.P. Budget 


This checklist was taken from a 
presentation at the Management 
Institute Seminar, sponsored joint- 
ly by the Point-of-Purchase Ad- 
vertising Institute and New York 
University. The speaker was Ray- 
mond E. Wilson, Office Supervisor, 
Sales Promotion and Advertising 
Department, Shell Oil Co. 

1. Develop a_ yardstick... This 
governs the maximum you can af- 
ford to spend. Base it upon such 
things as so much per dealer or 
upon a unit cost per merchandise 
sold. 

2. Select the p.o.p. items to be 
used... Make your selection on 
the basis of quality before con- 
sidering the cost of production. 
3. Estimate the number of units 


of each p.o.p. item required... De- 


termine the number per outlet and 
the total requirements from your 
records. 

1. Estimate unit costs of produc- 
tion... Consider quantity = dis- 
counts, over-runs and overtime 
charges. 

5. Estimate the packing, shipping 
and handling costs... Dowt over- 
look special charges for special 
handling and drop-shipments. 

6. Estimate basic installation costs. 
fees, maintenance, and (where ap- 
plicable) insurance... This is 
usually a percentage of your other 
costs, and can be drawn from ex- 
perience. 

7. Estimate warehousing and col- 
lating costs... Like the above, this 
is a percentage determined by ex- 


perience. 





Window Kit for Professionals 


permitted 
id t the practiti 


ner 


A Display that Meets Professional Standards 


Here's how American Optical designed a display that looked 


equally well with and without product, and satisfied all its clients 


In the fall of 1958, American Op- that any material offered by a man Designed 
tical Co., oldest and largest in the ufacturer would have to be hand son, the basic components of the kit 
industry, took an unprecedented tailored to meet local conditions were entirely non-commercial, re 


step in offering a Christmas decorat- Faced with such a formidable and flecting only the spirit of the holi- 


manufacture! day. A 22” high styrofoam snowman 
had ever attempted to fill the need held 

In any other industry, such an for some kind of Christmas display 
offer would hardly raise an eyebrow, 


for the Christmas sea- 


ing kit to its accounts on a country- expensive task, no 


wide basis a three-color greeting card, 


with the greeting 

you all the 
joy i truly Merry Christmas and 
numerous restrictions, the advertis- a very happy and prosperous New 
ing and sales promotion team of Year.” 


tions in the use of display materials 125-year-old American Optical Cx The doctor 
by their members 


eye care professions, con- > In the spring of 1958, despite th 
sisting of three separate and distinct 


groups, present a number of restric- 


name V hand 
decided that it was possible to cre- lettered in, as part ol 


kit, pro- 
Due to the professional nature of ate a display that could 
| pla) 


] ‘ ] ‘ } } | 7 
Satisty all VIGING a truly personal touch 


the optical practitioners, codes of of its accounts on a countrywide For background, a 5-foot wide 


ethics and legislation place certain basis. The outcome was the holiday 1-foot high winter landscape 


limitations on the advertising and decorating kit, the first ever mad flexible corrugated was supplied, 


promotion of their services. Regula- specifically for the optical profes- printed in blue and white. Anothe: 
tions vary from state to state, so sions 


component was a 34” styrofoam 
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Christmas tree, decorated with holly 
leaves and topped with a gold star 

Also included was a die-cut Santa 
Claus and sleigh, with a team of 
four reindeer and 6’ of red ribbon 
for use as reins. Snow was provided 
in the form of shredded styrofoam, 
contained in two bags. For anima- 
illumination the kit in- 
cluded an icy light 


tion and 
blue with a 
flashing device 

A spool of black thread and a roll 
of cellulose tape completed the out- 
fit, providing all the ingredients fon 
a tasteful and attractive holiday dis- 
play, in keeping with Christmas 
>’ This was the basic design, which 
could be used in areas that frowned 
on any Where no 
existed, 


commercialism 


such restrictions instruc- 
tions placed in each kit offered sug- 
kit could be 


converted toa selling display, by the 


gestions as to how the 
substitution of eyeglass frames o1 
holly on the 


perching 


outdoor glasses Tor 


tree, and by outdoo) 
glasses on the snowman’'s nos¢ 
It was also suggested that frames 
and cases be seattered in the snow 
around the trees as a Christmas gift 


thought 


> Early in Octobe r, all AO accounts 
were circularized and offered the kit 


at a unit cost of $7.50, including 


A single face plastic sign in any height 

to 6’, with no limit on length, is at last 

available . at production prices 
There is no need to settle for a 3’x 10’ 


sign when you can have one 
PF Ses 


, at a price far lower than 
you would pay for a comparable 
custom-built sign. Here’s why: 


No mold charges: You pay no pre- 
mium for small orders. Buy one sign or 
100. You can change copy on every face. 


Embossed letters: Copy and 
corrugated background are vacuum- 
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shipping charges and personalizing 
of the Within five 
days, the original production run of 


greeting card. 


the kits had been exhausted, and a 
second run was made. Four days 
later, it was necessary to place an- 
other order for a similar amount 

Lack of production time on the 
third run forced the company to re- 
fuse further orders, which continued 
to come in at a totally unexpected 
rate 


> Due to the apparently enthusiastic 
response to this first attempt at an 
all-inclusive optical display, AO de- 
cided to conduct a survey among 
those accounts who had purchased 
the kit. In February, a questionnaire 
with 17 questions was sent to the 
entire list, covering such items as 
ease of setting up, condition of kit 
on arrival, length of time displayed, 
best features, etc 

Within 30 days, and despite the 
length of the questionnaire, fully 
16 of those queried had returned 
completed forms. Just as important, 
from AO’s point of view, better than 
96 of those who had bought the 
kits were highly in favor of it, with 
seven out of ten indicating their in- 
tention of buying another if 
were offered again 


such 


An unusual facet of the question- 
naire was the number of unsolicited 


With Product 


was legal, it 


Where pr 


the materials 


comments that accompanied them 
Such remarks as 

“It helped solve our annual prob- 
lem of ‘How to decorate for Christ- 
mas’, and “This is a good step for- 
ward in promotion of our services” 
have strengthened the companys 
feeling that the kit was a tremen 
dous success 
> Whether similar efforts on othe 
themes will meet with the same ap- 
proval remains to be seen, but 
American Optical, through this in- 
itial decorating kit, has proven that 
there is a place for display material 
in a professional field a4 


" hese 


70 Gray-Rexall Drug stores attract customers with Hanover 


NOW: A sign with custom flexibility at production prices 


Hanover single face plastic signs give you new freedom of design 


embossed simultaneously by our exclu- 
sive press. Letters stand out, provide an 
arresting 3-D effect. 


Lock - light construction: Your sign 
has a one-piece look, regardless ot 
length invisible; 
there are no gaps to spill raw light. 


Seams are virtually 


Copy selection: Trademarks and logo- 


TO HELP YOU PLAN: Ask for our brochure, “Put more ‘Pull’ 


HAN 


types can be embossed. at no extra cost. 
You can choose any style lettering and 
any 3-color treatment (background is 
one color), af no extra cost 

Your letter or phone call will put 
our 29 years of experience in sign coun- 
seling at your service. Address Hanover 
Neon Electric (¢ orporation, 769 N, 
Fourth St., Columbus 8, Ohio. 


in your Sign progi 


V E i ... that’s a good sign 





A. Business 
ire industry 


ness ventures 


subscriptions a 


magazines 
panies 


lishing 


Sixteenth in AR’s series on external publications 


One company, lo! ex- 
yublications which 
could be called 


as generally 


Other terms includ c l inders vith \ field, only 
. actually qualify. In a 


organ, “industrial 


sponsored publicatior mpany strict sense, the number would run 


vublication,” “industrial but a more 


{ “House organ is the! 5 1] l mn L\ accepted defini- 


inderstood but it al l co! ! place } im be between 


versial. Many ind spon 6.000 and 8.000 
sors feel “house l vagu int 
organ” 5 lito. Q. What 
not ag ; 
that “industrial publication 


leading in that it excludes 
dustrial fields, that “compa ployes 
F does not take Ucn as 


customers, prospects 


I associations, 


? Col } 1O to tt 
sponsorea publication ymbination both 


ial. Some 
pecause 1t covel 
Vvithout exception, 
that any inclusl 
necessarily vague an 
necessary Gebbie Press 
ter! nouse magazine 
vhile not definitive 
inderstood 
These questions and answers have 
been prepared by Con Gebbie, pub 
lisher of the Gebbie Pre House Mag 
azine Directory, 151 W. 48th St., N. Y 


agepena 
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A. Internal magazines are generally 


concerned with news of interest 


only to employes: pay rates, per- 


sonal gossip, personnel changes, 


company policie retirement pro- 


grams, etc. External magazines usu- 
illy concentrate on product infor- 
mation to customers, explanation of 
policy to stockholders, sales promo- 
tion ideas to dealers, general infor- 
mation to goodwill, et 


Combination magazines 


promote 
include 


both company 


news and broader 


material which 


interests the em 
ploye and, to! example a deale1 


house magazines read? 


Q. Are 


A. Nearly every survey taken 
shows a remarkably high readership 
for house magazines 


Q. What is the circulation of house 


magazines 


A. The magazines in the Gebbie di- 
rectory have a total circulation of 
over 150 million—more than twice 
that of all daily 
bined. Circulation is at an 
high 


newspapers com- 


all-time 


Q. Hou otten 


publishe d 


A. Internal n 


a certain amount ot! ‘spot 


‘ Ie 
laLaAZINeS penerally 


which dictates a fairly fre- 
quent publication Many large com- 
panies publish local plant tabloids 
every week to keep news fresh, and 
supplement with over-all monthly 
nagazines dealing in nore general 
terms. Smaller concerns publish in- 


While 


exceptions the 


ternals biweekly or monthly 
there are always 
very nature of an internal demands 


l 


a monthly publication at least 


Q. Hou 


A. Combination magazines follow 
the general pattern of internals but 
they are more flexible since les: spot 
news and more general material is 
carried. While there are weekly, and 
biweekly combinations, most are is- 
A few, un 
der special situations, are published 
bimonthly 


ued on a monthly basis 


Q. How about e 


A. The most 


are published monthly, bimonthly 
Since 


tor ] 
fernals 


successful externals 


ol quarterly externals gen- 
erally carry timeless material, fre- 
quency of publication is usually de- 
termined solely by budget consider- 
ations and the sponsor's desire to 


maintain 


continuity with readers 


Monthly and bimonthly frequencies 


are generally favored with quarter- 
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lies considered on the limit of effec- 
tiveness 


Q@. What is the average format? 


A. By far the majority of publica- 
tions are 84x11” and in magazine 
stvle 


Q@. What are the advantages of an 
8tox1l” magazine? 


A. It is a familiar size to editor, 
It lends itself to 
flexible layout, writing and produc- 
tion. Many editors find the page size 
more comfortable to work with than 


larger or 


reader and printe 


small formats. In great 
favor with internals 


@. What are the advantages of a 


sl ; 
6x9" magazine? 


A. The smaller size instantly sepa- 
rates it from most material which 
flows over a desk or is received at 
home. The smaller page allows, for 
about the same cost, more pages pe! 
issue—especially advantageous in 
magazines of 16 or 32 pages, for ex- 
ample. It is an inviting size to put 
into a briefcase or pocket. Especially 
effective for external salesmen, 


deale1 s, et 


@. The advantages of 


magazines, 9x12” and up? 


A. Large 


their size, also 


outsize 


magazines, because ot 


have immediate 
recognition value. When much ma- 
terial is to be presented, the large 
size tends to keep the number of 
pages within reason. The large page 
size is most effective for dramatic 
or important news, especially when 
Often 
publications 


photographs are involved 


used tol “prestige” 


@. What is the format trend today? 


A. Ten or 15 years ago most publi- 
cations fell into either the standard 
8loxl1l” magazine style or the 
11x14” tabloid format. They served 


WHATO HE SAY? 


ME suURPRISED HIS WIFE AND WENT HOME 
FoR DINNER LAST NIGHT!” 


all audiences, purposes and aims 
without much variation. Today, edi- 
tors are making many changes 
While the 84x11” magazine and the 
11x14” tabloid are still in the ma- 
jority, the trend is rapidly moving 
toward formats which 
more nearly reflect the purpose of 
the publication involved. 


sizes and 


@. Where are the greatest format 


changes being made? 


A. A distinct trend is toward the 
6x9” external magazine and a small- 
er internal tabloid for local plants 
Many editors have switched from 
magazine to tabloid, and from tab- 
loid to magazine 


Q@. Is the house magazine 
growing? 


A. Yes 


magazines today than ever before 


busine ss 


There are more hous 


Q@. Where is the greatest growth: 


A. The purely 


has grown 


external 
noticeably in 


nagazine 
recent 


years. Circulations of established 
internals are increasing and many 
new magazines have started. An- 
other distinct trend is in the in- 
number of 


creasing combination 


magazines These are not necessal ily 
new magazines: most are established 
internal magazines which have been 
expanded to interest “outside” read- 


ers in addition to employes 


@. Is there much “turnover” in the 
field? 


A. Editors come and go, of course, 
but the personnel turnover appears 
to be much less than in any othe: 
publishing field. The house magazine 
has a remarkable record of stability 
The great majority continue year 
after year and only a company fail- 
ure or merger seems to affect them 
It is a rare company of any size to- 
day that does not have some type of 
house magazine 


Q. What is the 


day? 


editorial trend to- 


A. Only a few years ago the house 
magazine was a propaganda instru- 
ment, pure and simple. It gave the 
company point of view, with unre- 
lenting month in and 
month out. It was dull, and it prob- 


pounding, 


ably created as much antagonism as 
it did good will Today’s modern 
house magazine, however, is a high- 
ly enlightened which 
draws its strength from a mixture of 
let’s put-the-facts-on-the-table ap- 
proach and an honest desire to for- 
ward the interests of both the em- 


ploye and the company 


publication 


.. continued on p. 53 





. 
a 


PN 
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Sell an idea and you can sell 
a product. Sell your idea 
How to 


on by printing it on som 
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How to 
Design a 
Play Area 


an 
iii, 


Printing on new brighter white Hammermill 
turns ideas into action Here an eye-catchin 


ykKlet inspires a light-conditioned play wall in a new h 


Offset 


ited pieces to catch the eye—and the imagination—of a 

dammermill Super-Smooth Offset. This superb surface 
he sparkle of reality, makes black and white beautifully sharp 
as 8 distinctive finishes: Wove, Vellum, Laurel, Linen 
nespun, Pearl — and Super-Smooth. Vellum finish in 7 colors 


Hammermill Paper Company, Erie, Pennsylvania 





Q@. What brought about this change? 


A. A combination of two things: 
management slowly, but surely, re- 
alized that a steady diet of breast 
beating and company-knows-best 
fare was getting nowhere, and the 
realization of editors that house 
magazines could do a tremendous 
amount of good if allowed to 


Q. What happened? 


A. Management began to look upon 
house magazines as public relations 
instruments and editors, freed from 
a multitude of “don'ts,” began pre- 
senting their companies and people 
with more freedom and human in- 
terest. Readers responded and edi- 
tor and management noted results 
in improved morale, greater produc- 
tion, more sales, and—perhaps most 
importantly—in individual employe 


feelings of “belonging.” 


@. What is the editorial trend in in- 


ternal magazines? 


The day of the “chit-chat” and 
personal gossip Magazine is not gone 
but it is going. Many 
giving up such “news items” as 
bowling scores, birth dates of em- 
ployes, complete lists of who at- 
tended the company picnic, 


editors are 


endless 
repetition of donors to drives, ete 


Q. What is taking the place of such 
“chit chat?” 


A. Generally speaking, editors are 
giving employes a broader picture 
of the company—its history, the 
present, and plans for the future 
Such information is considered to 
have more lasting influence than 
purely gossip items 


@. Why do some editors still con- 


centrate on gossip items? 


A. Apparently in the belief that 
“everyone likes to see his name in 
print.” 


Q@. Is this point valid? 


A. No. Some people do like to see 
their names in print, but many are 
actually embarrassed when names 
are connected with meaningless 
events. Many editors contend that 
the “contrived” use of names actual- 


ly does more harm than good 


@. But the standing of the bowling 
team is important, it is 7mportant to 
give recognition to Red Cross con- 
tributors, it is interesting to know 
that so-and-so attended the Small 
Forgings Department dinner 


A. Yes, say most editors, but these 
are events of transitory, day-by-day 


interest. Such information, they feel, 
is better handled on bulletin boards 
or with mimeographed sheets issued 
as each local situation requires. 


Q@. What about the editorial trend 
in combination magazines? 


A. Basically, the same as for in- 
ternals—less personal gossip and 
broader company information. Here 
the editorial change is more appar- 
ent because the magazine must ap- 
peal to both the employe and to an 
outsider who may be a dealer, an 
independent salesman, a stockhold- 
er, a prospect, etc 


@. And the editorial change in ex 
ternals? 


A. Externals, too, are going through 
a very noticeable and important 
editorial transition. Ten or 15 years 
ago the external generally had one 
fixed idea. Sell more products, and 
sell them with a barrage of product 
information: pictures, copy, art- 
work, layout and design all with the 
same hammering approach 


@. The trend now? 


A. Alert external editors have 
found that it takes an extraordinar- 
ily attentive readership to wade 
through page after page of selling 
material. Editors have found, with 
today’s stepped-up demands on the 
time of readers, that external maga- 
zines must be more than propaganda 
organs or sales brochures 


Q@. What have some editors done? 


A. They have, generally, hit upon a 
formula which allows for a mixture 
of out-and-out company promotion 
and general-interest material. To- 
day’s brightest, and most successful 
externals seem to favor an editorial 
content of, roughly, 
rect-company 


one-third di- 
interest, one-third 
indirect-company interest, and one- 
third with no possible company in- 


terest or connection 


Q@. What is the reasoning behind 


this rough formula? 


A. The one-third direct-company 
interest is self explantory. The 
magazine wants to sell a p.r. idea, an 
automobile, a washing machine, o1 
whatever. The one-third indirect- 
company material idea is an edi- 
torial device for maintaining reade1 
interest while still making a soft 
sale approach, and the one-third no- 
possible-connection copy gives the 
magazine a certain unbiased flavor 


Q@. Why should an external run 
material which has no connection 
with the company? 


“Ta 


Right At Your Finger Tips 
A Plastic Binding Kit 
For Scrapbooks and Albums 


py BN 
ak 


(Illustration of two hole kit) 


Exciting new do-it-yourself binding kit, 
simple enough for a child to operate. 
Just insert the pages and punch, then 
pick a colorful binding tube from the 
spin dial base, snap into place and in 
seconds you have a real professional- 
looking colorful volume. 


Other models available— 
write for free booklet to department AR-6 


TAUBER PLASTICS INC. 


200 Hudson St. N. Y. 13, N.Y, Call WOrth 6-3880 


OUR PLANT 
EXPANSION 

MAY REDUCE YOUR 
PRINTING BILL! 


Our two plants print more than 50 
magazines and house organs; catalogs 
and sales literature for scores of firms 
Our expansion provides facilities to pro 
duce additional publications and or 
catalogs. Yours may be one we can 
now print at a big savings to you! 


@ Complete Service including 
Art/Layout, Mailing 


Finest Quality Letterpress or 
Lithography 


4-Color Press Time available 
Write, Wire, Phone the 


Midwest's Fastest Growing 
Printing House 


FARMER 


ebraska 
Farmer 
Company 


1420 P Street, Lincoln, Nebr. 
Printers Publishers 


NEBRASK. 
ANYd WO? 


Lithographers 
Our 100th Anniversary Year 


NE 


DECAL 


Permanent type h “Vinyl 
applied in seconds without water. Say aie rr 
curling in storage MADE TO YO Rt SPECIFI- 
CATION t z, numbers t 


z 1 radema 


Send now for } R EE SAMPLI $a d estir 
SCREEN PROCESS PRINTING CO. , P.O. Box 948, Wichital Kansas 


June 1959 





A. Copy which has no obvious com- 
pany tends to lend a 
certain amount of credibility to the 
the 
has no propaganda purpose, it can 
be tailored to fit the 
An 
neering product, tor example, may 
run a on the Seven Wonders 
of the Ancient World and 
sured that his reade 
relief 


axe to gr ind 


rest of magazine and, since it 


interests of the 


readers editor selling 


an engl- 


series 
rest as- 
rs will find both 
interest in the 


and subject 


Q. 


midair» 


But doesn t thi 
the 


purpose of} maga 


A. On The 
readership and the all-important in- 
creased credibility more than offset 


the contrary increased 


any supposed disadvantage 


Q. 


] 
{so 


Do 


use 


and 


indirect-compa 


I 
internals combinatior S 


ny material 


and copy with no company connec- 


the ‘cessful 


thought-out 
ial balance 


most su ones 
very caref illy 


mulas for edito1 


What types oJ non-company ma- 
l do editors iSe 


ia 


Public used 


practically all house magazines 


Public 


interest” material is 


one torm or anotnel in- 


terest material is defined as copy 


direct 
Heart 


Fund drives, general safety material, 


and pictures which have no 


commercial tie-in, such as 


seasonal features, information on 


tax laws, etc 


While much “public 


interest” material 


does have com- 
mercial backing (for example, safe- 
ty articles and come from 
with 
irticles and pictures from auto mak- 
ers, oil etc.) it is 


erally accepted as being in the pub- 


cartoons 


insurance companies travel 


companies, ren- 


lic’s interest 


Q. What 


material? 


avout othe? 


non-company 


A. Subjects 


cover neal ly every 


requested by editors 
under the 


sun but can be broken down, rough- 


topl« 
| 1 
iy, into these main categories: wom- 


en’s fashions; men’s fashions: beau- 


ty hints and aids; food features and 
recipes 
to; care, feeding and upbringing of 
children; home 


sewing, patterns and how- 
furnishing and dec- 
the 


gvenel 


oration; home 


appliances for 
cellar to attic 

nical book reviews, 
ine 
de ning 
] 


aoo!l 


from 


tech 


al 


general and 


and 


spec science features; home gar 


gal 


and flower growing: 


“out- 
sports” including hunting, fish- 


ing, golfing, boating, etc.; home 


Wwol kshop tools, patterns, hints: ger- 


° , ’ 1 ] 
We don’t know how many spots there are on a leopard 


but we do know that we exercise the same care on a 


small spot zine 


as on a full color double spread 


Collins, Miller & Hutchings, Inc. 


333 WEST LAKE STI 


fey 
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EET, CHICAGO 6 


eral hobby features; cheesecake 


the whole range of product 


intor- 


mation from the general to the spe- 


travel articles, 


photos, etc 


cine; cartoons 


ootain 


Q. Where 


material? 


do 


editors 


AR. Some 


nate all thei: 


! 
editors, ot course, orig 


material but 90 
they depend upon othe 


non-company features 


aS a matte 


of convenience and/or necessity, 


sources [fol 


Most material comes from public re- 


lations people, 


free lancers, and stock photo houses 
Qa. How are house 
named? 


A. Usually, in 
Cz) directly Irom a 


one of tou Vay 


company 
(2) from a company product, serv 


or trademark, 
words 


theme 


ice 


and, 


A. 
itself are simple, direct 
tive. The title, “Gener: 
Sche nectady News,” for 
leaves no doubt about the 
the 


fron 


Titles deriv 


location or the publication 
a company product, ser 
trademark gens rally tend 
the 

Heinz 


omotin 


definitive, such as 
published by H. J 


the virtue of pi 


Ce 
known trademark and, of 


d by 


emplo 


proble ry 
thet 
by 


external clas 


} 
eneral 


“Lamp standal 


in the 


syndi 
pre-printed wi 


open tor saie to sponsors 


for example, may have 


printed on the coy and take 
pages inside for his promotional 
terial. The magazine 
to the sponsor's 


own publication 


departn 


Qa. What 


handles the hous 


A. 
tising department 
ble 


sale smen, pl 


In large con 


for Magazines 


ospe cts 


public relations 


handle 


de partment 


an external 


evoimng 


(4) from ; al 


advertising firms, 


name, 


(3) trom a play on 


] 





general public, and the personnel 
department may be charged with 
publishing the internal 


@. Is this always the case? 


A. No. There is no general rule to 
apply for magazine responsibility 
since companles vary SO much in 
organization. But, generally, adver- 
tising, public relations and person- 
nel departments carry most of the 


1agazine load a4 


Tells How and Why Of 
Papermaking Chemicals 


Paper buyers with an inquisitive 
bent, who want to know more about 
how paper is made but want thei 
information in easy-to-digest form, 
may find some answers in “Chem- 
icals of Paper Making,” a 58-pag« 
booklet offered by Frase Pape 
Limited, New York 

The najol portion of the book 
enumerates various chemicals used 
i! the papern aking process as 
bleaches adhesives, sizers, fillers 
and dyes. Where they come from, 
how they are processed and at what 

re introduced into the 
operation § are 


Nume rous lar Je- 


supplement _ the 


s ( sii i. Laminate film of MYLAR’ 
of mill , with helpful 


cn on how they should be ~~ PYOVIdES lasting protection... 


ae 1 
1d Nandied when they 


a. Won't become yellow or brittle 


You get maximum protection of important documents when 

they are laminated with sheets of Du Pont** Mylar’’* polyester 
Offers Complete film. Your valuable papers, charts, I. D. cards or even photo- 
Catalog Service 


graphs are protected against tampering or mutilation due to 
rough handling 

Sparkling-clear “‘Mylar’’ won't yellow, crack or become 
brittle with age... it provides lasting protection against dirt, 


moisture and smearing. “‘Mylar’’ can be laminated by a small, 
Kansa 


folde: 


desk-size machine, or by hand, using pressure-sensitive sheets 

Ask your supplier today for Du Pont ““Mylar” for protec- 
tion of your important documents. For information on other 
stationery items made with ‘“‘Mylar’’, write E. I. du Pont 
de Nemours & Co. (Inc.), Film Department, Room AR-6 
Wilmington 98, Delaware. 


e CARBON RIBBON ®@ REINFORCED SHEETS 
®@ SHEET PROTECTORS ® INDEX-CARD HOLDERS 


VW D 


Dul 


DU PONT @ 


MYLAR 


POLYESTER FILM 


more details circle 602, page 128 
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A personal letter, tipped onto an 
insert in a magazine, brought a mes- 
sage with impact to cosmetic buyers, 


although it posed special production 


problems. 


When is an insert not an insert? 
When, according to the post office, 
it is a separate piece of mail, and 
must be handled as if it had nothing 
to do with the magazine which car- 
ries it 

This is the lesson learned from 
one of the most unusual inserts in 
recent which 
helped Ultima, a new 
Revlon product, to the readers of 
Vogue 


magazine history, 


introduce 


> Ultima was designed by its mak- 
ers to reach a fashion conscious 
audience, and it thus needed some- 
thing special in the way of an intro- 
duction. In thing about the problem 
last July, Frances Shaw, copy su- 
pervisor for C. J. LaRoche on the 
Revlon account, envisioned an un- 
usual approach a personal mes- 
sage from Charles Revson, Revlon 
president, inserted in an envelope 
The physical production pre- 
sented difficulties, but these were 
not insurmountable. The chief prob- 
lem seemed to be to get a satisfac- 
tory ruling from the Post Office. 
The first discussion was held with 
the postmaster at Greenwich, Conn., 
home of publisher Conde Nast. The 
result of this query was that the 
letter insert itself would be consid- 
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How to Get 


Dersonal in 


Magazine 


ered first class mail, if the envelope 
were sealed. It would also require a 
postmark for the date of mailing. 
This decision seemed to make the 
plan impracticable 


> Some months went by, and the 
problem wasn’t picked up again un- 
til the middle of November. By that 
time enthusiasm for the project as a 
merchandising device had grown to 
the point where its advantages be- 
gan to outweigh its problems. The 
postal classification could, it was 
thought, be worked out. 

The printing and assembly of the 
insert was assigned to Reliable 
Press, New York. Nine tons of pa- 
per were required for the complete 
ad. Four tons were of a_ special 

parchment to 
Revson’s 


vegetable simulate 
Charles stationery, and 
five tons for the page itself. Envel- 
opes were applied by hand, using a 
cement that made it easy to remove. 

Working through Francis R. 
Cawley, Washington representative 
of the Magazine Publishers Assn., 
Vogue tried to work out the postage 
problem with the post office. The 
final ruling would be that the en- 
velope could be included as third 
class matter, provided that one side 
flap of the envelope was entirely 
free of glue, and that each enve- 
lope carried visible pre-cancelled or 
meter stamps of 3c each, according 
to which of Vogue's three points of 
entry were used. 
> But since this applied only to 
domestic mailing, the whole issue 
had to be divided into several cate- 


gories. Newsstand copies, sent in 


bulk, needed no additional postage 
Overseas copies needed an addition- 
al four cents applied to the envelope 
This added 2c to the normal 18c 
cost of the 6,000 European copies, 
and boosted the 2,000 South Amer- 
ican copies from 12 to 15c 

All the envelopes were stamped 
in New York City by Reliance, us- 
ing stamps sent from the three 
mailing post offices: Greenwich, 
San Francisco and Los Angeles 
Since 260,000 copies were to be sent 
from Greenwich, they could be run 
through the machine to have the 
permit applied. The 26,000 to be 
mailed from Los Angeles and the 
16,000 from San 
stamped by hand. 

The various copies had to be kept 
segregated, of course, to make sure 
that no envelope with a San Fran- 
cisco stamp was inserted in a copy 
mailed from Los Angeles, and so 
on 


Francisco, were 


Canadian mailing was simple. No 
special treatment was required 
Vogue would simply be billed fo 
the inserts at the rate of two cents 
extra per copy. 

Another problem arose when it 
came time to send the magazines 
through the binding machine. When 
operated at its regular speed, the 
high-speed gathering machines re- 
moved the envelopes. To avoid this, 
the speed had to be reduced, which 
ran the operation into overtime. 

But even with this extra cost, the 
total for the ad is estimated at less 
than $45,000, including space, post- 
age, special printing and handling, 
as well as the overtime in binding 
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Champion’s NO. 20—world’s largest 
fine paper machine — steps up production 
of the grades our customers want 


SETTING THE PACE IN PAPERMAKING... 


Last month, the world’s largest machine for This king-sized papern 
the manufacture of fine paper went into 20-foot-wide web of paper 
full-scale production at Champion’s Canton every 24 hours. It is the most recent exa1 
N.C.) mill. Its tremendous output will of Champion’s modern facilities. Eigh 
enable Champion to serve its customers more in the planning, No. 20 is an investment 
efficiently with the paper they want—exactly reflects the confidence of Champion in the 


when and where they want it. erowth of American business and industry 


THE CHAMPION PAPER AND FIBRE COMPANY 


HAMILTON, OHIO ° MILLS AT HAMILTON, OHIO; CANTON, N.C.; AND PASADENA, TEXAS 
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TOOLS FOR PERFECTION & SPEED 





Alwavs wide open to spot the flaws 
which if overlooked lead to poor reproduction 


ind loss of impact of the printed page. 


\ll shapes and sizes, 

which out of professional curiosity 

are repeatedly stuck into each step of production, 
bent for perfection. 


The Sé parts belong to experts. 


Our staff includes engravers 


who che k originals, a 
chemist who controls plating 
baths, pressmen who prove 


electros for accuracy of 


re produc tion, and service 


people who follou through. 
Vowhere else will you find 


a 
% master electrotypers SO ably 
en assisted in their pursuit of 


. verfection, 
\ | 


Skilled and experienc ed, 


they have the touch so necessary to make the refinements 
that lead to periect electros. 


Constantly in motion, propelling jobs 
through the shop. They make up for time lost at the client, 


time needed to meet closing dates. 


REILLY ELECTROTYPE DIVISION * 305 E. 45TH STREET. NEW YORK 17.N.Y 
M-Pre-madeready electrotypes + Reillytypes + Reilly Plastictypes + R.O.P. Color mat 


Reilly mats « Dealer mats « kngraving service de partment 
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A New Way 


to Cut Costs 
on Color 
Engravings 





KEY DRAWING 


A new technique, using fluorescent inks in process colors, 


promises to bring cost reductions in four-color 


plates, without adding to the problems of art preparation. 


A new process, just recently put 
m the market, may result in cut- 
ting full-color plate costs by half 
FluoroColor, 
the new process depends on optical- 
ly active materials that are com- 
pletely invisible under normal light, 
but which 


or more. Known as 


become powerfully 
photographic under ultraviolet light 
This has the effect of achieving an 
automatic dropout of halftone dots 
in highlights and bac':ground 

Used successfully for many years 
for black and white work, it has 
now been extended to four color 
artwork. It is still not suitable, how- 
ever, for color photography 


> The work starts with the artist 
on the drawing board. He first 
makes his black, or “key,” drawing 
on standard board. 
When this is completed, he is ready 


to lay in the color 


illustration 


He tapes a sheet of transparent 
Mylar along one side of the key 
drawing, and applies a special Fluo- 
rocolor paint, in a standard yellow 
Since this paint is transparent, he 
can use the original black drawing 
as a guide. 

When the yellow is put in, a sec- 
ond sheet of Mylar is taped in, 
along the opposite edge of the draw- 
ing, and red Fluorocolor is applied. 
The third color, blue, is put on a 
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third sheet, 
used edge 

Since all the 
transparent, the artist can judge 
the shades that he has obtained. If 
he finds he wants to change any, 
he can increase or decrease the in- 
tensity of any of the three overlays 
independently. Thus he can get any 
tone of green, orange, purple, etc. 
For graying or darkening a color, 
he can add black wash to the key 
drawing. 


hinged along an un- 


color layers are 


The paints come in two types. 
One is for shading and the other 
for obtaining smooth, solid tints. 
Both types are easily applied, con- 
trolled and corrected. The original 
art can be rendered in almost every 
technique, including line, wash, air- 
brush, pencil or in combinations of 
these. Textures, patterns, brush and 
stipple techniques can be applied. 


> One of the advantages of this 
method is that the client can see 
for himself what he is getting. Since 
the colors on the overlays dupli- 
cate the process colors, it takes no 
guessing to imagine what the fin- 
ished product will look like. If the 
client demands changes, they can 
be made easily and inexpensively 
on any of the four colors. 

The paints, according to the man- 
ufacturer, apply smoothly, dry 


rapidly, and may be removed and 
replaced as often as necessary to 
get just the right effect, bringing 
a new freedom and confidence to 
the artist 


> When the artwork gets to the 
platemaker, he can make a separate 
plate from each of the four color 
drawings. The artist has already 
pre-separated the art, and _ the 
photoengraver does not have to turn 
to color separation filters to pull 
yellows out of green or blues out 
of purples. He automatically gets 
the right intensity in each of the 
four plates. 

At the same time, the process 
also gives clean highlights, drop- 
ping out unwanted dots automati- 
cally. As a result, the white areas 
are truly white and all colors are 
cleaner, brighter and truer. 

Ordinary ortho film, rather than 
panchromatic film, is used in mak- 
ing negatives. This permits conven- 
tional processing with existing fa- 
cilities. Negatives for either con- 
ventional or powderless etching may 
be obtained. 
> The new process, developed by 
Walter S. Marx Jr., president, 
Printing Arts Research Labora- 
tories, Santa Barbara, Cal., is be- 
ing licensed to photoengravers, 





Dazzling new SPRINGHILL, BOND is 
actually whiter than clean white chalk 


—YET COSTS NO MORE THAN “OFF-WHITE” BONDS! 


OLD A SHEET of new Springhill Bond 
| | in vour hand. Look at it. Feel it. Tear 
it. Fold it. You'll swear that this must be a 
premium-grade bond Only the price and 
the absence of a watermark say it isn't! 

Look at its whiteness. A well-known 
research lab proved that new Springhill 
Bond was measurably whiter than chalk, 
salt, even surgical cotton. Whiter than 
any other unwatermarked bond on the 
market! 

But Springhill Bond is more than just 
white. It’s level and uniform, too. And 
crisp. Just try to pick up a sheet without 


making t Cra kling HOS 


Compare Springhill Bond for whiteness 
finish opacity, and “crackle.” Once you 


do, you'll recommend it. 


Extremely printable 


We insure excellent results every tim 
by cutting a sample ream trom every 
reel and having it tested on actual print 
ing presses. Springhill Bond is made ti 
order for offset and lett rpress printing 
New Springhill Bond and Mimeogi iph 
are available in white and six colors in a 
complete range of stock sizes and weight 
Phe Springhill line is also available in 


Duplic itor and Ledger papers 


Look for this attractive new design. Handy 
zip” openers on S! . 1) reams. All cartons 
polyethylene-lined to control humidity 


INTERNATIONAL PAPER 220 East 42nd Street, New York 17, N.Y. 
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RESPONSE 


OUTSERT : 
folders 


Attic hed to consume! goods 
packages That's the record of 
t recent consumer mail-in pro 
motion by one of America’s 
largest advertisers. Many othe 
firms have written similar (even 
higher returns with OUT- 


SER'T Folders 


Your OUTSERTS provide 
point-of-sale advertising on the 
par kage point or-use follow 
through in the customer's home 

Ideal for product use COpy 
recipes, cross-advertising for 
other products, instructions, 
premium otters and consumet 


contests 


0 . 
Oh 
OUTSERTS, INC. 


A Division of 
EUREKA SPECIALTY PRINTING 


SCRANTON 3, PA 


T. M. Reg. OUTSEATS U 5. Pot. Of 
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lithographers and gravure plants, 
and the basic materials are avail- 
able only through these licensees 
Con plete 
color charts, are available from the 
Laboratories 44 


instructions, including 


Explains Advantages 
Of Groundwood Offset 


A growing interest in ground- 
wood papers for offset reproduction 
has prompted produc tion of a book- 
let by Minnesota & Ontario Pape1 
Co., Minneapolis, 
formation on its own groundwood 
offset stock, Mondoset. The book- 


let will be sent upon request 


containing in- 


Designed primarily fo 
and agencies doing direct 


booklet 
groundwood pulp comp: 


vertising, the 


chemical pulp and what printing 
qualities can be expected with 
Mandoset. The paper is said to com- 
bine high printing quality with low 
cost. As such, it is 


. . ; ; 
logs, stuffers, broadsides 


recommended 
and 
rect mail uses 
: ; 
Inawood ape! ‘ made 
wood W = ground 
nechanically 
Is 


al 


cooked in 
Because hy none 
pulp is lost in the process 
are less expen- 
Althoug! the. 
rifice strength and durability, 


roundadwooa S 


to produce 


tney are considered suitable tol 
printing jobs in which these are not 
primary factors 


for more details circle 654, page 128 


Slide-Lok Simplifies 
Binder Changing 


problem ot gettn daealel 


to keep catalo sheets 
looseleaf binds 
nowever, with 
tion of the Slide-Lok 
a “no-pin no-rings 
binder that is different enough 
the dealer is sure 
time operating It 
novelty wears off 
The Slide-Lok tak 8lox10” 
sheets in any standard punching 
and holds up to 50 sheets. It is de- 
signed especially to simplify load- 
ing and unloading looseleaf catalog 
and proposals 
The principle involved is 
ple one The backbone of the binde: 
a two-layer metal strip and the 
looseleaf pages are slipped between 
When slipped in from the right hand 
side, the page catches in two spring 
metal claws which hold it firmly 
The page 


removed by simply 


pulling it through from the othe 

side of the double backbone. 
Complete information is available 
om the company at the First Natl 

Bank Bldg., St. Paul, Minn. 44 


New Unit Makes Stencil 
Preparation a Breeze 


Gestetner Duplicator Corp., 
Yonkers, N. Y., has announced the 
introduction of an electronic device 
which transfers drawn or typewrit- 
ten material directly onto a mimeo- 
raph stencil without the need fo 
drawing or typing 

Called the Gestefax, the model 
comes in office desk top size and op- 
erates without camera, chemicals 
darkroom. Photographs, draw- 

charts and sales letters can 
be accurately reproduced on the 


stencil, the company claims «4 


Updates List Of Papers 
Accepting Hi-Fi Color 


A new supplement to its directory 
Hi-Fi 
Preprints’ has been issued by the 
New York Chapter of the America 


Newspaper Representa- 


ol : Newspapt rs Acce pting 


iNCWV 


iginal directory was 
October, 89 addition- 
have been added t 
these additions, a total 


} 3.21 
total dail) 


a aliy 


spapers, with 
18,181,699, 


rer 
L©p 


Printed History . 








Fluorescent Kit Comes The company’s products are par- SP BP Be Be 
Complete With Gl ticularly recommended for _ point- - 
P : asses of-purchase display, packaging and % 
Radiz . ee eid Z safety posters. & 2 
tadiant Color Co., Oakland, Cal., The sample kit is entitled, ap- * Golden chunks of pineapple 
manufacturer of Velva-Glo fluores- ces ~ < 9 
propriately, “See . . and Be Seen. 4 ~ - 
.for more details circle 632, page 128 ' 


cent inks and papers, isn’t taking 
any chances. The company offers a 
sample kit including, not only ‘ ° ’ 

Velva-Glo samples, but a pair of red Aluminum’ Coated Ad 


plastic glasses which the recipient Announces New Process 
can use to perform his own experi- 
ment in discovering why fluorescent 


A new process for manufacturing 
colors fluoresce. 


‘ % 4 . PY 
aluminum latex paper coatings, said , a 


The cover of the sample kit—to to be the first such process which is 


entirely workable and practical, has 

carries samples of conventional red been introduced by Metals Disinte- 

and fluorescent red inks. Looked at grating Co., Elizabeth, N. J. 

through the glasses, the convention- Metals Disintegrating kicked off ae 


te 


a a 
al red almost disappears into the its announcements with a full-page voy» Piao Me FO, St 


gray screened background while th: aluminum coated insert in Paper & 


which the glasses are attached 


fluorescent red stands out more Paper Products. The two-color ad Hint of mint . . Libby, McNeill & Libby 
sharply than ever. Moral of the ob- (printed in black and red 


i 


on the recer \ ge, black and green ad for 


ject lesson: fluorescent inks, instead aluminum 


background) announced Leet inted | Pineapple Chunk 
of absorbing the shorter wave- that the new process—known as the was a ily t scented. Fragrant ad 
lengths of light, bounce them back Knoll-Hurd invention—answers a n in Chica in Time 


in the form of radiant energy long-felt need for stability in alu- 


Also included in the kit are sam- minum paper coating formulations According to Metals Disintegrat- 


ple swatches of Velva-Glo fh Not limited to papel 
cent papers and cardboard. Th new patented process 


; 
company also makes silk screen 


coatings, the ing, the process allows tinting the 


is said to be pigment to any desired depth of 
applicable wherever organic solvent color. It can be applied to damp sur- 
and various fluorescent pigments systems ordinarily restrict the use 


faces without loss of adhesion. Com- 
The papers are availab witl of 


aluminum. Such coatings have plete technical information is avail- 
ssure-sensitive been impractical where fire, odor o1 able from Metals Disintegrating Co., 


adhesive backing. toxicity problems exist Elizabeth B, N. J 44 


gummed or pre 


al 
Signs 


Designs That Sell through REPETITION... COVERAGE...LOW COST 
... COLOR... and POINT-OF-PURCHASE ACTION 
Metal signs allow advertisers to cash in on all other promotional efforts 
Ss i oO U Tr. y 4 G N offering constant repetition pin-pointing coverage insuring the 
most efficient cost per | ratic presenting the product and sales 
5 getty ch eet 7 
nel T 7 message in eye catching color and telling prospects where to t 


buy 


6425 WEST FLORISSANT AVE., ST. LOUIS 22, MO. ; ‘ 
If you want more information, write today 
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FOR ANNUAL REPORTS, CATALOGS, 
MENUS, BINDERS, CUT-OUTS, MOBILE DISPLAYS 


Here’s a “tough-as-nails” cover with a 


No. 1 Enamel printing surface ... on both sides 


@m uperturf 


Coated Cower 


Supertuff is exclusive! It offers a combination 

of characteristics definitely unique: eye appeal that 
reflects the highest degree of quality and refinement; 
toughness that withstands the roughest usage and 
handling; and a printing surface, on BOTH sides, 


that is equal to the finest No. 1 Enamel. 


That is why Supertuff is found on the annual reports 

of so many leading corporations ... why Supertuff 

menus grace the tables in so many famous dining rooms 
.. why so many printers recommend Supertuff for 


catalogs, “spec” sheet binders, counter displays, etc. 
‘Try Supertuff; it will more than please you! 


Supertuff comes in 10, 16 and 20 point. Prints 
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New trends in direct mail 


By Robert F. DeLay 
President, Direct Mail Advertising Assn 
New York 


Direct mail is a powerful promo- 
tional tool that can implement, mer- 
chandise and provide dramatic as- 
sistance to a well-rounded sales 
promotional campaign. As a spokes- 
man for the Direct Mail Advertis- 
ing Association, I am gratified to 
say that its nearly 2,000 members 
have proven that direct mail, prop- 
erly applied, will pay its way in 
the influence of purchases and the 
sale of most types of goods. 

If you are going to count on di- 
rect mail as an essential ingre- 
dient in your future promotions, 
you will no doubt be interested in 
a survey which I recently con- 
ducted among more than a score of 
what we like to term “direct mail 
veterans.” 

In quizzing them on the changes 
we might expect, the trends that 
might evolve in the next decade, I 
prompted them with such leading 
questions as: Will 
direct mail 


there be less 
or more? Will postal 
rates or production costs be pro- 
hibitive for mass mailings? Will 
there be more personalized mail? 
What other significant develop- 
ments can be seen on the direct 
mail horizon? 

Their answers, or 
“guestimates” if you will, provide 
some serious grounds for planning, 
evaluating and pursuing a logical 


collective 


The president of the Direct Mail 


Advertising Assn. outlines the future of 


this medium, as seen by leading mail advertisers. 


course in your future direct mail 
usage. 
They 


areas: 


generally agree on these 


1. That direct mail must and will 
return to a more personalized ap- 
proach. 


2. That there will be a tremen- 
dous improvement in the quality of 
materials produced—in effect, that 
direct mail will receive the “pro- 
fessional touch” that 
lacks today 


much of it 


3. That there will be fewer “trial” 
offers, offers and 


fewer “short term” offers 


fewer “free” 


4. That there will be a tremendous 
advance in testing as well as im- 
provement in testing techniques 


5. That there will be a closer co- 
operation of direct mail users tend- 
ing to a cooperativeness that will 
reduce the cost of delivering a di- 
rect mail message 


6. That there will be a sharp up- 
grading in list qualification—the 
area in which the veterans feel the 
greatest waste in the medium now 


exists 


7. That despite some curtailment in 
the “mass approach” the direct mail 
dollar volume will lead all media 
if it doesn’t already! 


This survey of experts who have 
practiced in the field long enough 


to observe the trends of the past 
20 years seems to assure us that 
the direct mail used will have more 
creativity in its preparation, more 
personalization in its approach, bet- 
ter control in its selection of its 
audience and a still deeper pene- 
tration of its influence 

These were the bright spots, the 
good things, the answers that we 
are more anxious to hear 


> But this survey also had warnings 
of which you should be apprised 


e There is a belief that “occupant” 
mailings may be legislated out of 
the picture 


e There is a reasonably — strong 
opinion that mailers should test and 
retest first class mail, for we may 
find it necessary to use this avenue 
as the only practical one left in a 
postal setup that is mounting addi- 
tional pressure each year 

e There is agreement that mailers 
will have to pay for the complete 
automation of the postal 
ment 


depart- 


e There is general agreement that 
mailers will have to continue to 
prove the worth and need of suffi- 
cient postal service to assure the 
delivery of useful direct mail ma 
terials to an ever-increasing audi 
ence of business prospects 


These are areas of caution—areas 


that we must continue to watch 


so 
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that in our zeal to become more 
productive more effective and more 
useful in our promotions, we don't 
allow promotional avenues or doors 


to be closed behind us 


> Reasoning that some, if not all, 
ol these 


will come true 


predictions 
in the next decade, let’s examin 
for a moment how they might affect 
direct mail policy and production 
in the sales promotion field 
The exrperts say 


} ] 
more personal ed ad 


This, of cours has been the 
strength and the basic effectiveness 
of direct mail since the inception of 
the first sales letter. Direct mail’s 
inherent ability pinpoint a pros- 


pect, to audience, to 


profile an 
epregate a group r prospects 
show the greatest aptitudes for 
siring your particular products has 
been its individual strong point ove 
all other 
tional influences 

I believe Frank J. McGinnis 
Truck Advertising Manager, Ford 
Division of Ford Moto: Company 
has best defined thi 


advertising and promo- 


priceless In 
gredient of personalization with the 
tatement that “Direct mail is more 
successful when it employs the full- 
est measure of ‘personal 
ment 

Personal involvement, he claims 
is a rather intangible and hard-to 
define thing. It is more the feeling 
you get when you read the message 
than anything else. It’s a feeling of 


you-ness,” a feeling that this mes 


age is not only direct to you but it 
involves you because it Says things 
which eem to apply to you per- 
onally 

It creates a warm, friendly “you 
atmosphere It 


trates that the w 


ind me demon- 
riter of this me 
age has what the South Americans 
call impatico or a sort of un- 
derstanding with you 


Concluding Mi 
ment, and certainly echoing its full 


McGinnis’ state- 


meaning, “this elusive quality i 


one of the priceless ingredients in 


direct mail 1 it can be 


only in direct mail. In no other mas 


provided 


media can you inject it.” 


> It is quite reasonable to expect 
that there will be less of the poor 
quality material and more of the 
better quality. As one of our “ex- 
Costs are 
prohibitive—only results.’ 
We can afford to 


money when we can prove over a 


perts” put it, neve! 


spend more 
period of time that it is more re- 


sultful. It mean that we 
have to use mailings with four- 


doesn’t 


color inserts. However, it does mean 
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that we should start using “four- 
color thinking.’ 

Direct mail isn’t always the best 
answer to the solution of an adver- 
tising problem. But we 
thinking of it as the 


must stop 
“cheap” or “in- 
expensive” medium. It isn’t cheap 
and it isn’t inexpensive. In fact, if 
we don't give it some “first class” 
treatment, it will become the most 
“expensive medium”! 

This so-called “p! ofessional 
touch” which direct mail can use in 
more abundance will naturally be 
supplied by more creative thinking 
This creative thinking will almost 
certainly come from external agen- 
cies rather than internal depart- 
ments 

Direct mail would like to be 
‘loved” by advertising agencies. It 
would welcome the opportunity to 
be “called in” during the planning 
conferences on Madison Avenue and 
Michigan Boulevard When you 
realize that direct mail expenditures 
exceed television, radio, magazines 
and, in fact, 


everything except 


newspapers its amazing that the 


15 boys have let it go begging 
Just becauss 15 


fair profit on direct mail, 


wont return a 
most ol 
the agencies have decided to push 
their clients into the business, o1 
have brought in specialized direct 
mail agencies or free lance person- 
nel to assist their clients in direct 
mail problems 

Eventually, the compensation ob- 
stacle will be overcome and adver- 
tising agencies will lend creative 
skill to the direct mail materials of 
their clients They will also reap 
considerable additional volume in 
their business 


@ There will be fewer “trial’ 


and “short term” offers 


This is, of course, more of a mail 
order and subscription problem and 
probably not broadly applicable to 
SPEA. It 
could possibly affect the policies of 


the membership of the 


the big soap companies and others 
launched a 
product with free samples 


who have successfully 


He's trying to figure a way to beat 


the new postage rates. 


I believe the one implication that 
we can draw quite freely from the 
veterans “crystal ball gazing” in 
this area is that there will be les: 
tendency to use the shotgun ap- 
proach and more necessity to us¢ 
the rifle technique 


@ There will be a tremendous ad 
vance in testing, and muprovem 


im testing techniques 


I am not in a position to question 
the testing techniques employs d by 
the majority of your companies 
Suffice to say that more and bette 
testing will make our total direct 
mail effort more economical 
surely, more resultful 

I do know that testing has 
scratched the surface 
tential is concernec A 
copy is tested or a sampling 
pieces of copy is attempted 
testing is thought of 
10uS offers to see 
the greatest return. 

This is trial and error testing 
of course, better to do this 
testing than to do none at a 
obviously, it isn’t scientific 
can only be partially conclusi 

In the next decade, we 
tainly improve testing 
and start using some of the te 
in depth that has already been d 
covered, but so rarely 


> How many of you, 
have participated in testi 
degree that you know what 
pened to the 95 who didn't 
turn the reply card? Have 
tested readership of the lette: 
effectiveness? Do 
know on any of your mailin 


check its 


the respondent disposed of the 
ing? Did he discard it without 
ing? Did he read and then dis 
Did he file for future 

I have personally seen tests 


retere! 


ducted that answered these ques- 
tions to the point that we knew on 
third of our prospects were readin 


the mailing before discarding it, 
and that as many as 15 were filir 
The se hgul 


were true in a test that showed 


it for future reference 


of the respondents returned the 
quest card. This would prove 
more than 50 of the recipi 
read the message 

Have you ever had the op} 
tunity to check or test recall on 
of your mailings? Have you 
checked the noted, seen-associat 
and read most ratings on any 
your mailings? 

How many of you 
would run continuous can 
consumer magazines without 
ing” to the extent of em} 
some readership surveys 


ads? 








Unfortunately, few have experi- 
enced the actual thrill of knowing 


what happens to a mailing piece in 
the hands of a prospect who did not 
send back the “conveniently en- 


closed postage-paid reply card. 
This means that in most cases you 


{ 


don't know what has happened 


what influence has been gained, e = 
what identification has been 
strengthened, what purchasing ac- 
tion may be formulating with the 


ived your mailing but 


1: 9 ’ 
didn't send back the r« ply card 
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BUSINESS FOR OVER 30 YEARS 


TR ee Peay 
S003 ema 


MARIE 
DOES IT FASTER! 


n Marie to handle your complete 
and be assured of prompt and ac 


1 for you or delivered to you. Marie 


been handling aff mailing details for a wide 
variety of clients for more than 30 years — 
Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main 
tenance 
Call Wabash 2-8655 and Just Ask For Marie 


an Liber Sh tu 


131 SoutTH DEARBORN STREET 
HICAGO 5, ILI WABASH 2-8655 


Ist CLASS POSTAGE for 
3rd CLASS Ita iaitlt We 
” 


@ Retain the dignity your 1st class 
letter must have to receive per- 
sonal attention. 

Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 
Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


We Lys 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL. 
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push a button and address all the 
six-foot, red-headed, unmarried 
girls with incomes in excess of 
$10,000, will certainly be the utopia 
of direct mail. Let’s not wait for 
this, however. Let’s help the trend 
along by being more specific in 
setting forth the measurements of 
our intended audience. List brokers, 
list houses and other list sources can 
do an adequate job only when they 
are given complete information on 
your audience. 

Many firms build their own lists 
But the proportion of those same 
firms who adequately maintain their 
lists is frightful. It has always been 
amazing to me to check promotional 
budgets in direct mail and check the 
proportion of maintenance money 
against original list building costs 
and against the amount of dollars 
poured into actual materials and 
mailings. List maintenance dollars 
are the most efficiently spent dollars 
in the whole direct mail picture. 


@ Direct mail dollar volume will 
lead all advertising media 


New Booklet Discusses 
Consumer Sales by Mail 


The five ingredients of successful 
direct mail advertising to the con- 
sumer are emphasized in a new 
booklet from Lawrence G. Chait & 
Co. 

Entitled “How to Advertise and 
Sell to the Consumer Market by 
Mail,” the booklet was written by 
the agency president, Lawrence G. 
Chait. 

Also included in the booklet are 
discussions of the role of direct mail 
advertising in the current economic 
scene, the use of tested lists to ob- 
tain expanded sales results in new 
areas, the effectiveness of direct 
mail campaigns directed 
dealers and_ projected 
ments in list 
building. 

. for more details circle 630, page 128 


through 
develop- 
selection and_ list 


Pharmacy Given PR Aid 
By Pfizer-Roerig 


The unsung “man behind the 
medicine,” the pharmacist, has been 
given professional pr help in a pro- 
gram developed by Pfizer Labora- 
tories and J. B. Roerig and Co., di- 
visions of Chas. Pfizer & Co., New 
York 

Designed to help the pharmacist 
in telling the story of his profession 
and stimulating interest in phar- 
macy as a career, 
started in 1957. 


the program was 


Frankly, I would be more inter- 
ested in the increase of quality of 
direct mail and let the dollar vol- 
ume take care of itself. Despite re- 
cessions or booms in the business 
structure, direct mail seems to con- 
tinue to find a more prominent 
place as a result-getting advertising 
medium. 


> These predictions of the experts 
give us some interesting areas of 
speculation in the conduct of our 
business as we point into what many 
economists believe will be the “stu- 
pendous sixties.” 

Certainly, direct mail will be no 
less important in your promotional 
plans and it can be the medium that 
will serve as the catalyst for your 
entire selling program in the future. 

As a resultful promotional medi- 
um, it will need your care, your 
trust and your best creative effort. 
It cannot function effectively by it- 
self. As one of our experts noted, 
“in 1969, people will still be putting 
stamps on upside down and the 
Postmaster General will still think 
postage rates are too low!” a4 


This year’s program is featuring a 
brochure mailing which presents a 
reprint of “The Man Behind the 
Medicines”, an editorial from The 
Journal of the Medical Society of 
New Jersey. The inside of the bro- 
chure presents ideas for the phar- 
macist to “Say-It-Yourself”’ to his 
own local community. 

The complete public relations kit 
contains fact sheets on the cost of 
prescription drugs, speech texts for 
local adaptation, a booklet on career 
opportunities in pharmacy, and 
scripts for radio and tv interviews. 

44 


New Third-Class Envelopes 
Developed by Tension 


New third-class envelopes fea- 
turing the “Sim-Pull” opening have 
been introduced by the Tension En- 
velope Corp., Kansas City, Mo. 

The envelopes open at the end 
with the pull of a small tab which 
is part of the side flap. The tab does 
not protrude and stays securely in 
place until the envelope is opened 

In addition to its novelty appeal 
and easy-opening feature, the “Sim- 
Pull” envelope provides advertising 
space which is not interfered with 
in the opening. 

The design has been tested on 
automatic inserting and mailing 
equipment and found to be “snag- 
free.” 

Samples are available. 

- - for more details circle 631, page 128 
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y 


orked out 
> The Course was set late 
] ist Ox tobe I whe n Dayton Rubber’s 
Dayco Rolle advertising depart- 
ment called in Graphic Service and 


it to de velop a series of 


collision 


spe- 


cial “high interest” mailings fo 


printers during the coming 
to be alternated, 
with the 
When’ 


producin 


spring 
season, 
month, 
member 


every other 
“Re- 
series that Graphic 
Dayton Rub- 


long-populai 


has been 
ber for some 
At that 


that 


15 years 


meeting, it was determined 


mailing 


would be de- 


preces 


signed to imitate interesting ex- 


] 


thr 


amples of printin 
normally used for 
In November the 
pleces Was de 
ord jacket, a 


jacket and a 


poses 
cided upon 


comik book. 


first drafts of tl 


rf L¢ 

Ve loped 
Original plan 
egulat phonogr 

record 

minute, 

cated 

which 

resemblance 

Ing pleces 


Rubbe1 
it in 


mailing 
“Sec ond 


most pi inters 


At some 


ris-Seybol 


i 
iG 


wnat 


Saies on 


de cided 


DY 


with it tunate 


Ising Manage 

a hectic half-hour 

“Music To Make Mone, 

none of the otne 

(though l nally 

a cigaret and Dayton Rub 
tentatl 


ponde ad 
cided on 
be l had 


ly | 
vely consiae 


cigaret pac kage at the begi 
thei 
Copywriters at Gi 
the direct n 
Rubber, and at 
Ross, the Harri 
Duk: 
tra sensory perception 
while all hands ag 
affain 
idea 
they still 
Even afte: 
proved the 
dental, the 
impossible 


discussions ) 


lall 


subje cts to 


and 
whole 


reed 
went to 


prove 


good doesn’t 


care who 
shook their 
thorou 


mailings er 


thing 


whol 


> Astonished as they 


advertising manag« 





suspected “tie-in” advertising light- 
ly. “One thing seems sure,” said 
Jack Young, advertising manager of 
Dayton Rubber’s Mechanical Goods 
Div., “if a printer uses Dayco rollers 
in every position on a Harris press, 
he certainly ought to compose plenty 
of ‘Music To Make Money By’.” 44 


Increased Variety Shown 
Of Envelope Designs 


A catalog showing a variety of 
envelope designs, currently in stock, 
has been released by The Direct 
Mail Envelope Co., New York 

Showing an envelope possibility 
for almost every mailing purpose, 
the catalog lists complete specifica- 
tions for each illustrated design plus 
practical application suggestions. 


. for more details circle 651, page 128 


Find The Right Lists 
For Best Results 


booklet on “Finding 

Power Lists For Your 

Product” has been published by 
Planned Circulation, New York 

Written by David W. Margulies, 

president, Damar Inc., and Around- 

the-World Shoppers Club, the book- 

let provides a unique insight into 

riteria and methods’ which 

mpanies ust in mail 

ams 
best ffer cannot be 
1 a poor list,” writes Mi 


» COMpares 


lection to picking the right location 
for a retail business and then de- 
scribes the thinking steps which 
should go into this phase of the 
direct mail program 

The booklet is the second in a 
series on “The Function of Mailing 
Lists in Direct Mail Advertising,” 
edited by Mitchell Gresser, promo- 
tion manager of the American In- 
stitute of Certified Public Account- 
ants 


. for more details circle 652, page 128 


Carbonless Copy Cards 
Provide List File Record 


Information on carbonless 3x5” 
index cards is available from Rec- 
ord-A-Graph Corp., Roch- 
ester, N.Y 


Ideal for making copies of mailing 


Pape) 


lists, the self-copying cards can be 
inserted under the flap of the en- 
velope or behind the address area of 
a letter. As the address is typed out, 
so also is the automatic file record 
of the mailing list 

Prices are listed at $1.45 per 1,000 
cards with large quantity prices 
available 

Also included in this line are self- 
copying, carbonless manifold papers 
in letter and legal sizes. They can 
be ordered in blue and magenta in 
prices ol $2.50 pel 1.000 sheets Spe- 
cial orders in red, green and brown 
can be ordered fol a 10 higher 
cost. Large quantity prices are aval 


able 


. for more details circle 653, page 


BRODIE’S “FAMILIAR QUOTATIONS” 


Ifa man will Fegin cctth 
certainties, he shall end tn 
doutlls; tal of he will be con 
tent with doutls, he shall end 


tn cerladnttes.—Francis Bacon 1561-1626 


so, Mr. Bacon. If we tell you 

| get your job out on a particular 
day, that's a CERTAINTY and there's 
NO DOUBT ABOUT IT. That's just one 
f the many reasons why our custom 
have been with us for years and 


So how about you giving us a 


| LO, ane dn 


‘ A 2-9560 
H AVENUE w 
521 SOUTH WABASH eee — Since 1919 


4 


Fost and Resourceful S 


“MM 


PENNIES 


CAN PUT FULL COLOR SALES 
APPEAL IN YOUR MAILINGS! 


Full Color envelope stuffers are 
proved sales stimulators! 


Crocker can now supply 
them to you at these 
amazing low prices 


100M-$2.98M 250M-$2.31M 500M-$2.12M 
Added Benefit—No large 


inventory necessar 
( rocker fills 
as required 
Write today 


/ ni } } f 
re fescriplu OOhTlE 
] @ de iplive Oo 5 


your mn eds 


for details and 


H. S. CROCKER CO., INC. 


Ww 
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Fun for the whole family! Kodak's 
Brownie Starflash Camera featured 
in Purolator’s promotion. $8.95 list 


“Ysmash hit with dealers!” 


Purolator breaks all sales records 
with this Kodak premium! 


Porolato has moved millions of oil filters with the [his Purolator promotion, like many others, proves 
biggest Camera premium promotion in 20 years Kodak cameras are “naturals” for premium use 
Nearly 150,000 Brownie Starflash Cameras were dis- They are most-wanted by customers and prospects every- 
tributed to the automotive service trade for the most vhere! And this acceptance is backed up by the biggest 
successful dealer promotion in Purolator history ad campaign in the industry. 

We asked Purolator why it chose this premium Mail coupon today and learn how Kodak premiums 
Phe answer: “Because we knew everybody likes to take can help your next promotion—as dealer and sales 
pictures—young and old, men and women alike—it’s force incentives, as traffic builders and consumet 
fun for the whole family! And because of Kodak premiums, for every sales effort! 
cameras’ unmatched consumer appeal, we were sure Theres the right camera or outfit for your promotion ir 
it Kodak premium would bring in more sales for our hodak’s full line from $4.25 to $850! 


premium dollar! Results bear this out!” Prices are list and subject to change without notice 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


MAIL COUPON TODAY 
ASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. ¥ 
send me more details on promotion opportunities with Kodak premiums 
Position 


ompany 


TRADEMARK 
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special «ai IF 


eonvention 


Premium’s role in marketing 


By Daniel D. Kinley 
nt, McCann-Erick 


At McCann-Erickson, we’re com- 
mitted to what might be termed the 
“total marketing approach.” We be- 
lieve in it; we practice it and so 
do most of our clients. It is our be- 
lief that the problem of successful- 
ly moving mass merchandise can 
be solved best by considering a 
product in the light of all of the 


} 


fact hich affect its ultimate sale 


factors W 


to the consumer 

To put it another way, we regard 
everything from product develop- 
ment to actual consumption by the 
consumer as significant and as like- 
ly to have some affect upon the 


success or failure of the movement 


or mercnandalis¢ 


> Consequently \ nave developed 


a procedurt stresses, first, 


the collection ll the pertinent 


factS in a given product Situation 
This would include product formu- 
lation, market potential, pricing, dis- 
tribution at all levels, inventories, 
shelf space, sales performance by 
types of outlet, by region, by sizes, 
and so on. Also who buys the prod- 
uct and why and how is the prod- 
uct used and how often, and so on 

Our market 


] 
analysts estimate 


that there are some three hundred 
separate categories of data which 
may shed light on a product’s sales 
pertormance Not all are relevant in 
each situation, but it should serve 

ive you some indication of the 


of the “total marketing con- 


This information, once collected, 
and incidentally, it comes from a 
wide variety of sources and organ- 
izations, is then analyzed, appraised, 
and evaluated by qualified people, 
both at the client and within ou 
own shop. This analysis of the facts 
enables us to realistically identify 
both our problems and our oppor- 
tunities. I say “realistically” be- 
cause all too often, and in the ab- 
sence of sound market data, prob- 
lems and opportunities are identi- 
fied, or all too frequently misidenti- 
fied, on the basis of intuition, hunch, 


and what we sometimes refer to as 
“mother-in-law” research 


>’ So the second pnase 1s to ide ntily 
trouble spots and areas of oppor- 
tunity on the basis of reliable and 
usable market data. This accom- 
plished, we then consider all of the 
advertising, merchandising, produc 
tion and packaging tools available 
to our client 

Here we are concerned with se- 
lecting those devices and tec hniques 
which are most likely to enable us 
to meet ou! specified objectives I 
should point out here that some- 
times these specified objectives aré 
not those which would be arrived 
at under ideal conditions. Frequent- 
ly, they are governed or limited by 
production 


schedules, corporate 


considerations, temporary fhnan ial 
problems or the requirements of 


other products in the line 


>» Under the total 
proach, the 


marketing ap 
premium promotion 
takes its place as one of many mar- 


keting tools and devices available 


to the manufacturer 


modern 

In each case, its use will depend 
on what it is were trying to ac- 
complish in the light of the total 
marketing approach to our client's 


busine SS 


> Now let’s turn te 
izations on the use of prem 
a marketing tool—when and unde: 
what circumstances are they most 
likely to be useful. Here let’s limit 
our discussion to consumer premi- 
ums, recognizing that dealer and 
sales force premiums have an im 
portant place and are a_ separate 
object in themselves 

Here are the 


would make about the usefulness of 


generalizations | 
premiums to marketing manage- 
ment 


1. Premiums are 
effective whe n the: 
numbers ot consumers without 
strong brand loyalties or ability to 
differentiate between bi 
is true, for example 
hold soap field 

The greater the degree of this 
greater the likelihood of effective 
ness However, this can come about 
because the product is used so 
versally that there are ubstanti 
numbers who do not differenti: 
between brands 
great majority 
habits are perhaps the 
of this 


In this 


This article was adapted from a speech 
given before the National Premium Buyers 


Conference, Chicago 
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TINY in size... 
StL Me se 


BIG in popular appeal indies 
POEs roves 


@ letter ga~+ 
ese Ag not iad 
@ prem un 


Teva Cra thy (=: 
scaled-down 


enclosure 


r 


for samples and prices of ir 4 
GRC metal miniatures 


GRIES REPRODUCER CORP bdbAA Ch cam 


ipe bulleti | 
Write, wire, phone TODAY, 1 é K 


3 Second Street, New Rochelle, N. Y. 
NEw Rochelle 3-8600 


Spectaculars 


Imprinted on 
TWO SIDES - 


costs less than a 
single side imprint 


Pett eee ese eB ee ee ee eee eee 
LEE-TEX RUBBER PRODUCTS CORP. 


13151 South Western Ave., Gardena, Calif 


QUICK! SEND PRICES, SAMPLES, IDEAS! 


TO 
ADDRESS 


CITY STATE 


Peewee eee ete ee eee ee 


See eee ee eee eee eee eee eee 
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sae eee eee ee 


that advertising and premiums are 


competitors. The better job being 


done by advertising in creating 
brand differentiation, the less likely 
that a premium will be effective 


Of course, as is the with 


Case 
soaps, advertising can be very effec- 
tive and in tremendous quantities 
and a premium still be effective be- 
cause the effectiveness ol one 
brand’s advertising is offset by the 
effectiveness of the others, and the 
premium becomes the difference 


second generalization 


2. My 


tne same 


thing another way: a pre- 
mium promotion is more likely to 


be effective if the other factors 


affecting the consumer, i.e., prod- 
uct, package, advertising, and price, 
are approximately equal. The effec- 
tiveness of the premium will be re- 
duced to the extent they are not 


equal 


a An exce ption to the above which 
third 
that premiums can be very 


really is a generalization is 
useful 
take 
trial or a 
lend to 
ota re asonably high priced 
item. Here it wouldn’t make much 
difference what the status of brand 
loyalty was 


to induce the consumer to 


some action, such as a 
demonstration, which may 


the sale 


4. The fourth generalization is that 
premium promotions are 
likely to be useful in the 
stage of the life 


rather than its beginning or ending 


more 
middle 


cycle of a product 


Stage 
An exception this is that pre- 


miums can be useful in the intro- 


ductory stage providing the generic 


s not new and the brand has 


little to differentiate it from the 
existing brands. Here a continuing 
premium program could be a use- 
ful marketing tool, particularly if 
marketing 
not desirable 


investment spending 


5. A continuing premium program 
should be introduc- 
ory or middle stage. If it has been 
started then, it can be very helpful 

the last period of the 
is not likely to be 


started in the 


cycle, but 
successfully 
started in the last period of the 
cycle, and it will not solve the basic 


problem in any event 


> Anothe: 


milums 


pnase of the use of pre- 
might touch on 


standard 


whic h we 
Is testing It is practice, 


] 


to test the premium itself 


ot course, 
to be sure it has 
Howevel! 


most likely premium, 


pulling powell 
found the 
there still re- 
validating the 
premium advertising itself. 


After all, a 


ment, like any other advertisement, 


having once 
mains the 


need fo 


premium advertise- 


can be prepared in a variety ol 
ways with varying degrees of im- 
pact. It is even possible that a pre- 
mium desirable in and to itself may 
not be the most effective one when 
presented as part of an integrated 
advertising involving a 


advertising 


campaign 


variety of other con- 


siderations 

Because success or failure of a 
promotion can sometimes be traced 
to this 


suggest that copy and layout testing 


phase of the operation, I 


should be standard operating pro- 
cedure. From a management stand- 
point, it is simply another business- 
like safeguard to reduce risk and 
uncertainty 

>’ At McCann, we employ the same 
validated techniques for 
premium ads that we do for all 
helpful. One 
case involved two premiums which 


carefully 
others, and it’s very 


on straight merchandise tests ran 


neck and neck. On the 
this test we 


basis of 
could have selected 
either item to go with 

An_ identical 
then checked out, offering first 
Item A and then item B. The re- 
sults now indicated a 


63 for Item 


advertisement was 


preterence ol 
A as against a preter- 


for Item B. Our client 


step further and made 


> 


ence OF o/ 
took it on 
each offer in a separate market. The 
results followed the copy test with 
Item A 


ratio 


outpulling B by a 
unde market 
tions. The advertising presentation 


60-40 


actual condi- 
itself thus becomes a variable which 
should be pre-tested for success 


> How does all this apply specifically 
What 


does it mean you should do? As I 


to you in the premium field? 


see it, it simply means that you can 


do your work most effectively by 


learning as much as you can about 


the total marketing problem of the 


products for which you supply 


pre- 
miums 
Done well, this will enable 
to anticipate not only the 
1 


your product premiums, 


enable you to talk from 
point of view as the people making 

them You will 
better, and they 


\ 


the decision to us« 
understand them 
will understand you a4 


Giveaways... 


Printed Specialties Show 
Flair For Practicality 


Economical and designed to 


please, the printed 
tinues to hold 


tical 


specialty con- 
its own in the prac- 
Among. the 
new ones noted by AR editors are 
the following 


giveaway 


area 





Day-Timer A complete time- 
Book record book from 
Daytimers has two 
specially -designed letter-size, loose- 
leaf pages for each day of the year 
It is designed with instructions ap- 
plicable to the recording of the 
daily functions ol people 
in all varieties of professional, man- 
ufacturing and _ business fields 
endeavor from the physician to 
agency man 
The pages art kept 
composition leather binder and 
be removed at the end of the yeal 
for permanent filing. Among. the 
possibilities in the use of the book 
are advance planning — sections 
services performed, memo pad notes, 
the names of people present in 
conference, etc 


for more details circle 603, page 128 


Dials and A catalog of c: 
Calculators lators, dials, 
slide charts has 
been released by National Dealer's 
Service 
They are available in stocK oO 


custom designs and ean fill ty 


of sales and promotional needs 
ranging from direct mail inserts t 
traffic stimulators 

Included in the stock designs 
the “200 Line” which includes 
ligious cale ndars, baby’s welgent 
ble, calorie counter, flowei 


ing guide, wedding guide, et« 


for more details circle 604, page 128 


Saving A 16-page booklet 
Booklet “IT Want To Save’ 
has been published 
for savings institution use by Ame 
ican Visuals Corp., New York 
Ising a light cartoon 
to a very serious subject, 
motional booklet offers son 
to intelligent spending 
nique for acquiring 
habit 
It is available 
imprinted with the 
sage ol the Savings 
the covel 


for more details circle 605, page 128 
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q no 


tricks 
just 
smart 
sales 


promotion 


natco products corporation 


1406 post road, warwick, 


rnoc 


le island 
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1959 + gp: 





Solve 


Gift Problems 


MIDGET 
md, LEVELS 


Ideal for Anniversary, 


Christmas or other 
Business Gift Occasions! 


A handy 4-inch level in Ebony 
Anodized Aluminum. Has hun- 
dreds of uses. Easy to mail or 
to present as souvenirs at open- 
house occasions. ¢ ompany name 
can be stamped or engraved if 
desired. It’s a unique, precision- 
made gift item. Write for quan- 
tity prices and full details 


MACKLANBURG-DUNCAN CO. 
Gift Division 
Box 1197—Okla. City 1, Okla. 


EXCITING 


SELF-LIQUIDATORS! 


BY AMERICA’S FOREMOST MAP PUBLISHER 
Timely—lInteresting — Useful 


HAMMOND 
PREMIUM MAPS 


Hammond 
World Map 
33” x 50” 


Hammond J 
U.S. Map 
33” x 50° 


Hammond Space Map 
lst authentic Space Map 
29” x 42” 
Proven Performers—Universally Appealing 
Perfect for Adults or Children 
Educational & Decorative for 
Play Rooms, Dens, Clubs, Schools 


25« Absorbs Full Cost For Any One Of 3 Maps! 
c.S. HAMMOND & CO. 


MAPLEWOOD. NEW JERSEY 
SALES PROMOTION DIV 
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As you strolled down the long 
rows of booths that stretched out 
on Chicago’s Navy Pier, as you 
visited the exhibitors at the 26th 
National Premium Buyers Exposi- 
tion, you became more and more 
convinced that the national brands 
were taking over. The products you 
saw on display were those that you 
saw advertised on television and 
in the pages of the national con- 
sumer magazines. 

While some of these were being 
shown by sales agents or manufac- 
turers representatives, by far the 
majority were being displayed and 
sold by home office personnel, as 
part of the regular sales program 
of the manufacture1 

This is not to say that there was 
not plenty of the unbranded, spe- 
cialized, interesting items, running 
low enough in cost to be used as a 
package insert, up to the 
ticket incentive prize 


high 


> Part of this is an expansion, an 
increase in the actual 
exhibitors. This program 
listed nearly 375 companies repre- 
sented, all of them with ideas that 
can be used in promoting, in one 
way or another, the sale of prod- 


number of 


year’s 


ucts. 

The big ticket, nationally-branded 
item has found its place largely in 
Most obvious is the 
growing trading stamp field. These 
plans rely heavily on merchandise 
that is already accepted by the con- 
sumer public. They are interested 
in cost, of course, for they wish to 
give 


two areas 


stamp savers greatest value, 
but much of the value, they believe, 
is created by the familiarity of the 
merchandise itself 

The sales incentive program also 
relies on well-known brands. It has 
proven easier to arouse the enthu- 
siasm of Mr. Salesman—and Mrs. 
Salesman, too—with an outstanding 
label on the prize. 
down to the 
self-liquidating level as well. With 
the somewhat 
freedom 


This has reached 
greate! 
available to the average 
consumer, a bargain, just because 


economic 


of price, has lost some of its attrac- 
tion. Part of this arises from past 
sad experiences with premiums that 
didn’t match up to the glorious de- 
scriptions. Partly, the waning im- 
portance of fair trade has made na- 


tional manufacturers more willing 


National brands 


dominate premium show 


to accept reasonable offers for pre- 
mium merchandise. 


> But regardless of the reasons you 
advance, the fact is clear. The roste 
of exhibitors reads more and more 
like a listing of the advertisers on 
the national scene. There are more 
and more names that are household 
by-words. 

Another factor that seemed to be 
new was the attendance 
executives. While we 
took no statistical survey, the im- 
pression gathered by AR editors 
walking down the aisles looking at 
badges as well as at booths, was just 


growing 
by agency 


this. This is consistent with a grow- 
ing concern in many areas on the 
part of agencies 

Of the exhibits, AR editors found 
the following of particular interest 
Further information is available on 
these. Other 


show will be 


shown at the 
described late: 


items 


e A new safety light One of the 
hits of the show was the 
safety light, introduced by Bowers 
Battery and Spark Plug Co. It has 
a magnetic base with a clip, so that 
it can be installed almost anywhere 
The least motion causes it to 


Swirly 


rotate 
to attract immediate attention 
Comes in red, amber, blue, green 
and clear, it is useful as an emer- 
gency light, or as a safety light fon 
children walking or biking along a 
dark road. 


- for more details circle 606, page 128 


Wrinkle-fighting Suitcase 


® Traveler's aid Ever-Wea 
Trunk Works, Chicago, has an over- 
night bag that will make the littl 
woman handle 
comes out and turns into an iron 
for smoothing out the wrinkles. Re- 
tail price, $29.95. 


happy because the 


. for more details circle 607, page 128 





Warmer-server Club Aluminum 


@ For the serving table The In- 
land Glass Div., Club Aluminum 
Products Co., has released to the 
premium trade a group of serving 
dishes with candle warmers. The 
line includes a 15” platter, a 2-quart 
casserole, and a rack with two of the 
casseroles. 


. for more details circle 608, page 128 


e Metal badges .. A line of inex- 
traffic builders, 
premiums, recognition awards and 
buttons is illustrated in a full-color 
folder, from Green Duck Co 

. for more details circle 609, page 128 


pensive package 


Aladdin 


@ For the motorist 


Aladdin 


Laboratories has developed a handy 
shelf to hold a softdrink bottle or a 
paper cup in a convenient position 
while driving. The device holds the 
drink firmly, prevents dripping, and 
folds for easy storage 


is only 88c 


Retail price 


. for more details circle 610, page 128 


@ Power tools Wen Products 


has a full line of powe! tools fo 
the do-it-yourselfer. Newest in the 
line is a powerful saber saw which 
can go through a 6x6” board. List 
pi ice. $44.95 


. . for more details circle 611, page 128 


@e Lemon plant 
able item, 


A newly-avail- 
these plants, packed in 
carton, will actually pro- 


$1.98 


a display 


duce lemons. Regular price, 


Produced by Tropicana Plant Co., 
they are represented by D. Weis- 
berger Associates. 


- for more details circle 612, page 128 


e An office at home... Little Home 
Office has introduced a series of 
tables which look like fine pieces of 
furniture, but are actually workable 
typewriter stands. They come _ in 
various styles to suit your own fur- 
nishing 


- for more details circle 613, page 128 


Birdcage Planter 


@ For the home An attractive 
birdcage planter has the advantage 
that it is collapsible, and pac ks in a 
flat carton for handling and ship- 
ping. 


- for more details circle 614, page 128 


LOOK MOM, 
he has a 


BALLOON! 


Ali You Need to Know 
About Balloons. ..in the 


PIONEER 
Advertising Balloon 
Fact Pack 


Ideas © Sample Balloons 
Price List 
Imprint Work Sheet 


Get it for your files now! 


@ Inflatable globes Coming in 
both 14” and 18” diameters, these 
plastic globes are covered with a 
heavy vinyl sheet, which permits 
you to write on the surface with a 
china-marking pencil. Decals to 
keep the globe up-to-date will be 
made available. Retail prices range 
from $10.95 to $16.95. Manufacturer 
is General Graphics 


. for more details circle 615, page 128 


e To keep track oj time An at- 
tractive desk clock has been added 
to the Lux line. Only 7” 


less than 3” 


wide and 
deep, the clock also has 
an automatic calendar built in. 


- for more details circle 616, page 128 


o For outdoor chefs , AS a 
something special prize for an in- 
centive program, consider this all- 
aluminum cooker’ by Portable 
Kitchen, Tyler, Tex. It can be used, 
as an open broiler or as an en- 
Listing at $69.95, it is 
a luxury item that will get a lot 
of use in today’s suburbia 


closed oven 
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@ To start a fire. The American 


Thermos Products Co. has _ intro- 


duced a new lighter which 


After he saw Johnny 
with one,he INSISTED 
we shopHERE ! 


The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Please send me your FREE ‘‘Advertis- 
ing Balloon Fact Pack’’. | want to run 
it up the flag pole to see who salutes! 

Firm 

Address 

CW sccceniitinee OR sie GO a 


Requested by 


Or phone Betty Wolfe at Willard 3 2211 to order 
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takes the puffing and blowing, as 
well as the risk, out of starting 
charcoal burning. Listing at 49c fo 
a kit of 12 starters, it is offered as 
an inexpensive tie-in for purchase 
or demonstration offer 

for more details circle 618, page 128 


® For the cool Ekco has added a 
one-hand egg beater to its line of 
kitchen gadgets. Retailing at about 
69c, the beater comes in a choice 
of five colored handles 

for more details circle 619, page 128 


@ For the pencil user An addi- 
tion to the line of Sterling Plastics 
Co. is a low-price pencil sharpene1 
Of the type that is screwed to a wall 
or a table, this new model has a 
plastic housing, base and handle, 
and comes in decorator colors. Re- 
tail price 1s 98c 

for more details circle 620, page 128 


® For the wet 


patterns, this 


One of four new 
“buffet” towel, of 
terry cloth printed in two colors, is 
currently Morgan- 
Jones. Other designs include Pari- 
“Clam 


foods, and 


available from 
sian-inspired “Bistro,” 
Bake,” with summet 
“Meat Chart,” with 
lamb, pork and beef 


for more details circle 621, page 128 


drawings of 


Decorative Towel from Morgan 


Jones 
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® For the kitchen . John Clark 
Brown Inc., has produced a new 
price list covering one of the most 
complete lines of metal household 
gadgets available. Low in cost, they 
suggest a variety of tie-in premium 
offers 

for more details circle 622, page 128 


. Colum- 
bia Transcriptions, a division of the 
Columbia Broadcasting System, of- 


© For sound promotions 


fers a circular telling how its re- 
sources can be used in premium and 
sales promotion pregrams. It lists 
records, 
and 24 ways to use the printed rec- 
ord, on a piece of cardboard that 
can be mailed 

for more details circle 623, page 128 


16 suggestions for using 


@ For casual entertaining ... An 
unusual set of golden amber glass 
mugs and a wagon wheel serving 
tray has been added to Benner Glass 
Co.’s Siesta Ware line They make 
excellent dealer and salesmen in- 
centives. 

for more details circle 624, page 128 


Kimberly-Clark Develops 
Throw-Away Clothing 


Long heralded by fanciful article 
writer, “throw-away” clothing has 
at last become a reality with the 
development of a new material by 
Kimberly-Clark Neenah, 
Wis 

A specific application of the new 
“Kaycel” material can be seen in 


Corp., 


the aprons and chef hats given away 
recently by the Natl. Turkey Fed- 
eration in its “How About a Turkey 
Bar-B-Q” promotion 
able aprons and hats were worn by 
supermarket meat department per- 
sonnel and store clerks during the 
run of the promotion. 

Of further future interest to the 
specialty field is the testing of Kay- 
cel material in the manufacture of 
drop cloths, vests, ties, table cloths, 
tent material, draperies, carpet run- 


The dispos- 


ners, etc 


> Laboratory and factory applica- 
tions where maximum cleanliness 
and contamination 


needed 


prevention is 
have resulted in a protec- 
tive and disposable garment line 
produced by the Ace High div., 
Williamson-Dickie Mfg. Co., Fort 
Worth, Tex. Included in the Ace 
High line are laboratory or shop 
coats, jackets, coveralls, and aprons. 

Kaycel IS reported to combine the 
feel of cloth with the economy of 
paper. Consisting of a web of textile 
fibers bonded between two layers 


A stain- 
less steel home utility hook is of- 
fered by the J. B. Carroll Co., Chi- 
cago. This item, which can sell as 
low as $20 per thousand, has a loop 
at one end and a hook at the other, 
can be used to pick olives, pickles, 
etc., from the jar, and hundreds of 
other food handling tasks. 

. for more details circle 625, page 128 


® For handling things... 


A four- 
page, full-color circular from East- 
man Kodak illustrates its models 
that are available for premium use 
These include still and motion pic- 


@ For the camera bug 


ture cameras and projectors 

for more details circle 626, page 128 
@ For picnickers . Buckeye Div., 
Mardigian Corp., has introduced a 
new thermo chest. Five aluminum 
pans nest into a single unit, held 
tightly closed by a cover and handle. 
The whole unit fits into an alumi- 
num-faced carton which maintains 
the temperature of the food it car- 
ries all day long. Priced at $4.95 


. for more details circle 627, page 128 


of cellulose wadding, it offers vari- 
ation in strength, feel, drape and 
color standards. 

It is water and fire resistant, lint- 
free and can be sewn, cut, lamin- 
ated, glued, dyed, coated, impreg- 
nated, printed, or silk-screened 
Fasteners, zippers, anc buttons are 
easily applied. 

More information is available 
Kimberly-Clark Corp., Nee- 
nah, Wis. 44 


from 


Something Different. . 


New Specialties Break 
From Tired ‘Sameness’ 


Many of the newest 
offer refreshing 


specialties 
novelty 


appeal 
Even when the item is convention- 
al and quite practical, the trend 
seems toward a difference in de- 
sign that is quite pleasant. Recently 
noted by AR editors were the fol- 
lowing: 


Lowcost, Dial The Stegeman Spe- 
cialty Manufactur- 
ing Co., presents a 
line of lowcost dial thermometers 


Thermometers 


mounted on plastic or card stock 
The thermometer unit consists of 
a small, temperature-sensitive, ac- 
curate coil, pointer, 
mounting button and cap. It can be 
easily applied to 
glass, metal wood, etc 
A variety of 
designs 


bi-metal 


paper, plastic, 


standard, die-cut 


suggested for mounting 





Specialty Thermometers . . . Colorful Seasonal 
imprinted dial thermometers from Stege 
man ca > mounted in variety of pr 
B 
i 
i 


motion f IDI ts It ¢ t f pennie 


~ 


purposes are illustrated in a de- 


ll 
scriptive catalog sheet 


- for more details circle 628, page 128 


..for your mailing list 


Accordion Pastel 
Shakers an 


shakers in 
accordion de- 
sign you squeeze 
- anne mae be introduced by Would you like to send your customers and prospects letters that 
oe W. Cohan Inc., New York have all the punch and selling appeal of expensive direct mail pieces? 
The salt and pepper shakers are Of course you would, and with Arthur Thompson & Co. full-color 
available in assorted pastel shades Seasonal Stationery you can do so at a cost of little more than an 
of pink, coral, ivory, etc., and the wiiieae tebhen 7s 
nuisance of clogging from damp- ee ee 
suns ae oe iron Sas Now at your nearest Arthur Thompson & Co. distributor is the new 
sane iiiene 1959 Fall and Christmas PORTFOLIO that displays new beautiful 
"Zacees laid ag ae natural-color lithographed Christmas letterheads and envelopes, 
tained teem. Lovie GW. Coban tac. Christmas cards (including the popular high-gloss type), rich-looking 
(5 Greedwer. Mow Wok 1 steel-engraved Christmas letterheads, Thanksgiving letterheads and 
a others. All you do is imprint your personal message and mail. 
Nothing could be easier than that. 
Miniature A plastic typewrit- 


Typewriter er, perfectly de- Plan now to take advantage of this attractive, easy way to supplement 


signed in minia- your direct mail program. Ask for your free copy of the 1959 Fall 
ture, has been introduced by Or- and Christmas PORTFOLIO from the nearest Arthur Thompson 
ganization Services Ince.. De troit & Co. distributor. 
The carriage even moves back and 


“a message is shown as though ARTHUR THOMPSON & CO. 


it had just been typed on the minia- 


109 MARKET PLACE ¢ BALTIMORE 2, MD. 
ture sheet extending from the type- 
write! 
Complete details are available 
from Organization Services Inc., ARTHUR THOMPSON & CO. Stationery and Portfolios are available in 
10200 Grand River. Detroit 4 many leading cities. Phone or write the distributor nearest you. 


Akron 8 a 0 New York, N.Y. Wholesale Art Blank Div 
Alexandria, La. er Co (Long Island City 1, N.Y.) 


: Baltimore 2 Barton, Duer & Kock sper ) Norfolk 12, Va. Epes-Fitzgerald Paper Co. 
Plastic Foam Material Baton Rouge 2 ouisiana Paper Co., Ltd. Omaha 2 Acme Mail Advertising Co 
i ° dF S ialti Boston 29 John Carte ; Philadelphia 3 J. L. N. Smythe Co 
mprinte or opecia ties Charlotte 1 shie Paner Co Pittsburgh 19 §. Printing Supply Co 
Chicago 6 Jer Co Providence3,R.1 John Carter & Co. 
A folder describing imprinted Cleveland 15 Millcraft Paper Co Raleigh, N.C. Epes-Fitzgerald Paper Co. 
specialty ideas of plastic foam ma- Cleveland 13 Unio Legal biar Reading, Pa. J.L.N. Smythe Co 
— ze ee ee ee Columbia 8, S.C. Richmond, Va. Epes-Fitzgerald Paper Co 
terial is available from Charles W Concord, NH. felon hoe St. Louis 10 Takes: Sian Panees. tee 
Brown Advertising Co , Schenec- Dallas 7 npitt Paper Co San Francisco 26 
tady, N.Y Fort Worth 7 am| per 0 Shreveport 80 
All of the items ordered of this Habana, Cuba HISie verete Eales Texarkana, Tex. 
Hartford 3, Conn, 0 arter 0 Toledo 2 
Houston 3 mpitt Paper Co —e 
printed. The foam material is made KansasCity5,Mo. ' Letter Toronto 14, Ont. 
in almost any size and thickness: Little Rock, Ark. tkansas Paper 
; Monroe, La ouisiana Paper Co Vancouver 3, B.C, 
advertising message is imprinted 2 a. é . z 
Se nase din cinetet eek: then Montreal, P.Q. B. Little Papers D Washington 2 
directly on 1e material, an - eae Sones Worcester 10 
ink will remain flexible and vivid 


with repeated W ashings 


es 


material are custom-made and im- 


. for more details circle 629, page 128 
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seeeeeee.--A Copywriter knows the visual 


excitement created by a good headline. 


How many hours of hard work and 
frustration have gone into this part 
of the advertising message ? How many 


have achieved greatness in copy for this 


alone ? But how many good headlines 


1s the face you turn 


to the public 


have been destroyed by poor typo- 
graphic presentation because of the 
inability, lack of experience and under- 
standing on the part of the producer. 
You need a typographer that not only 
knows his business, but effective adver- 
tising as well. Advertising typography 
is the ATA member’s business. He has 
made his reputation, not only for good 
typography but also for his ability to 
interpret an advertising sales message 
typographically. Why not phone your 


ATA typographer today ? 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC, 


Executive Offices: 461 Eighth Avenue, New York City 


s-McArthur Company - Baltimore, Maryland 
New York, Sahlin Typographic Service 
r Company «© Cincinnati, OF} The 
Columbus, Ohio, Yaeger Typesetting 
The A.B. Hirschfeld Press, Hoflund-Schmidt 
y Company, George Willens & Compan Indianapolis, Indiana, The Typographic Service 
Califorma, Adtype Service Co., Inc Milwaukee, Wisconsin, Arrow Press - Minneapol 
mpany, Advertising Agencies’ Service Co., Inc., Artintype, Inc., Associated Typographers, In 
omposing Room, Inc., Composition Service, Inc., Diamant Typographic Service, Inc., A. T. Edward 
Imperial Ad Service ng Typographic Service Corp., Linocraft Typographers, Inc., Master 
Inc., Frederick W. Schmidt, Inc., Harry Silverstein 
e Co., Vanderbilt-Jackson Typography, Inc., Kurt H. Vol 
Davis & Warde Inc Philadelphia, Pennsylvania, Walter T. Armst 
Paul O. Giesey, Adcrafters - Rochester, Ne York, Rochester 


ton, Frank McCaffrey Toronto, Canada, Cooper & Beatty, 
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Typographic 
Design ade 
is not 1K]! 


A noted designer presents some provocative 
and stimulating thoughts on the role of 


the typographer in today’s communication picture. 


By William Golden 


Advertising 


What is right about current typog- 
raphy is so apparent when you see 
it that it requires no explanation 
What is wrong is more complex 

It is not as difficult to define what 
is wrong as it is to find how we got 


there 


I have my own notion olf how we 


got where we are, and though I have 
neither the competence nor the am- 
bition to be a typographic historian, 
this is roughly how it looks from 


one viewpoint 


>’ Some 30 years ago tne rebellious 
advertising and editorial designer in 
America was engaged In a con- 
spiracy to bring order, clarity, and 
directness to the printed page He 
fought against picture of the 
factory, the company logotype, and 
the small picture ol the pac kage that 
invariably accompanied it. He pro- 
tested that the copy was too long, 
and that he was obliged to set it so 
small that no one would read it. He 
argued that the normal ad contained 
too many elements. (He even in- 
vented the “busy” page in some 


himself to 


effort to accommodate 
it.) » insisted that this effort to 
say SO many things at once was self- 
This article is adapted from a talk pre 
pared for the forum on “What is New in 
American Typography,” sponsored by the 


Type Directors Club of New York. 


defeating and could only result in 
communicating nothing to the read- 
ei 

He was __ essentially 
minded, and only 


picture- 
reluctantly re- 
alized that he had to learn something 
about type. It was and still is a 
damned nuisance, but when he re- 
alized how thoroughly its mechan- 
ical and thoughtless application 
could destroy communication of an 
idea, he had to learn to control it 
to design with it 

More and more typography was 
designed on a layout pad rather 
than in metal. Perhaps the greatest 
change in American typography was 
caused by this simple act—the trans- 
fer of the design function of the 
printer to the graphic designe1 
> The designer was able to bring a 
whole new background and a new 
set of influences to the printed page 
He could “draw” a page. There was 
more flexibility in the use of a pen- 
cil than in the manipulation of a 
metal form. It became a new medi- 
um for the designer. 

Under the twin impact of the 
functionalism of the Bauhaus and 
the practical demands of American 
business, the designer was begin- 
ning to learn to use the combination 
of word and image to communicate 
more effectively 

Under the influence of the modern 
painters, he became aware (perhaps 
too aware) of the textural qualities 
and color values of type as an ele- 
ment of design 

And surely a dominating influencs 
on American typography in the pre- 


war years was that of the journal- 


ists 


> Newspapers and magazines were 
the primary media of mass com- 
munication 

The skillful development of the 
use of headline and picture was a 
far more prevalent influence than 
the European poster. The newspaper 
taught us speed in communication 
Everyone knew 


instinctively what 


the journalists had reduced to a 
formula: that if you read a headline, 
a picture, and the first three para- 
graphs of any story you would know 
all the essential facts 

The magazine communicated at a 
more leisurely pace and could be 
more provocative since it addressed 
a more selective audience. Because 
the magazine dealt more in concepts 
than in news it was far more imag- 
inative. There was more opportunity 
within the frame- 
work of the two-page spread. But 


here, to design 


still, the device that bore the main 
burden of interesting the reader, 
was the “terrific headline” and the 
“wonderful picture 
Perhaps it was the growth of 
radio, a rival medium, that hastened 
a new effort on the part ol the 
magazine 
Certainly the new technical 
velopments in photography 
creased the range of its 
> But ! 
and style was not so purely 
ican. I think it was men lik 
and Brodovitch. Thess 


from Europe set a pa that not 


npor tations 
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only changed the face of the maga- 
zine and consequently advertising 
design, but they changed the status 
of the designer. They did this by the 
simple process of demonstrating that 
the designer could also think 

The “layout man” was becoming 
an editor. He was no longer that 
clever, talented fellow in the back 
room who made a writer's copy more 
attractive by arranging words and 
pictures on the printed page in som« 
ingenious way. He could now read 
and understand the text. He could 
even have an opinion about it. He 
might even be able to demonstrate 
that he could communicate its con- 
tent better and with more interest 
than the writer. He could even 
startle the editor by suggesting con- 
tent. It wasn’t long before he began 
to design the page before it was 
written, and writers began to write 
to a character count to fit the lay- 
out 


> Whatever successes this re volution 
achieve d was acc omplishe d by dem- 
onstration—by individual designers 
proving to their clients and employ- 
ers (by solving their problems) the 
validity of their point of view and 
the value of their talents. It was ac- 
complished without a single design 
conference in New York or in Colo- 
rado o1 any where else in America 

There were, of course, exhibitions 
and award luncheons Sut the ex- 
hibitions were an extension of the 
process of demonstration, and the 
arrangers of the award luncheons 
by some lucky instinct seldom per- 
mitted the designer to speak about 
his work, but rather forced the 
businessman to discuss it 

But more than any other single 
factor, I believe the designer won 
his new status in the business com- 


munity demon- 


because he had 
strated that he could communicate 
an idea or a fact on the printed page 
at least as well, and often better, 
than the writer, the client, or his 
representative. And he could dem- 
onstrate this only if he was at least 
as faithful to content as he was to 
style 


>» My first look at post-war typog 
raphy was fairly bewildering. I had 
seen and applauded the pre-wai 
Burtin and Beall. They 
developing graphic 


forms, and using words and images 


work by 
were newer 
on the printed page to communicate 
In their hands these images wert 
employed to make a_ statement 
clearer, faster 

It seemed to me that a lot of ir- 


responsible students had 


copied 
their surface effects, but had some- 
how missed the point along the way 


Furthermore, they had intentional- 
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Comments from Designers 


In preparation for the forum of the Type Designers Club, a number of 


well-known typographers and designers were asked to submit statements 


on the general topic of ‘Typography Today.” 


The following excerpts 


have been taken from these statements. 


It is continually important to remain 
masters of the machine. Most of all 
it is essential to strive for simple 
artistic integrity and the idealistic 
standards that have always been es- 
sential in making the printed word 
useful and pleasing to other people. 


Bradbury Thompson 


CATS 


Typography, obviously, deals with 
controlling and distributing both type 
and space to aid to the maximum the 
reader's understanding of the text. 
it is therefore primarily utilitarian 


and only secondarily esthetic. 


Louis Dorfsman 


AID 


When |! look at my proofs, the ones 
that satisfy me the most are the ones 
where type is meaningful, where the 
letters make words (and look as if 
they make words) and where the 
printed words are in tune with the 
sound of my inner voice. 


Leo Lionni 


AID 


The American graphic designer has 
made his major contribution primarily 
in the many facets of advertising de- 
sign. This contribution has been made 
possible, or possibly dictated by two 
factors. Technological advances in the 
graphic arts and the fierceness of 


competition in our economic society. 


ly lost the point, and with consider- 
able pride 

The new avant-garde was saying 
nothing and saying it with consider- 
able facility. They could say in thei 
defense that the world was more 
chaotic than ever, that nobody was 
saying anything very rational, and 
that their need to make some kind 
of order was satisfied to some extent 
by creating it on the printed page 
It was, largely, an order without 
content 


> There was precedent for this point 
of view. The determined sales pro- 


An economy that is based largely on 
the obsolescence of product. 


Robert M. Jones 


AID 


The fads, gimmicks, naive use of 
fancy lettering, the robbing of our 
cultural heritage — be it the By- 
zantine or Victorian — merely to 
achieve a sense of visual shock, has 
evolved embarrassing typographical 
monstrosities — particularly in dis- 
play typography. 

Will Burtin 


AI 


Like the automotive stylists, we are 
frequently all trying too hard to be 
different together, creating shallow 
style that can have little lasting effect 
on the mainstream of typographic de- 
sign. We move from the ornate to 
the starkly plain and back again, and 
from wide leading to tightly stacked 
type lines, as though each new meth- 
od were the only true way. 


Allen F. Hurlburt 


ae 


in the past few years we have seen 
more poor typography than at any 
previous time in advertising history. 
But we have also seen an abundance 
of exciting new approaches by a 
great many designers, where in the 
past this excitement was provided by 
an isolated few. 


Herb Lubalin 


motion campaign of the abstra 
pressionist painters Vas 
swing in America. That 
have been so successful 
must surely be due, in 
absence of content. In a curi 
this revolution was a remarkably 
safe one—it was so non-committal 
I have no quarrel with the ab 
stract 


movement except with it 


vociferous intolerance of any othe: 


school. But I think the effect on th 
minds of young designers is a matte! 
of concern. To regard the blank 
tangle on a layout pad with 


same attitude that the abst 
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painter confronts his blank canvas 
is surely a pointless delusion 


>» The printed page is not primarily 
a medium for self-expression. De- 
sign for print is not Art. At best it is 
a highly skilled craft. A sensitive, 
inventive, interpretive crait, 1f you 
will, but in no way related to paint- 
ing 

A graphic designer is employed, 
for .a certain sum of money, by 
someone who wants to Say some- 
thing in print to somebody. The 
man with something to say comes to 
the designer in the belief that the 
designer with his special skills will 
say it more effectively for him 

It sometimes develops that as a 
result of this hopeful transaction, 
the statement becomes an adver- 
tisement for the designer rather 
than his client. And should there be 
any doubt about the designer’s in- 
tention, he will sign it—just as the 


easel painter does 


> Logically enough, this attitude to- 
ward design is only tolerated when 
the client has nothing to say. When 
his product is no different than any- 
When his 

personality ’"—he 
onality of the de- 


one else’s, and no bette: 
company has no 


borrows the pe! 


. aa 
se shill an 4 
esetting ' 
uwnere WYP 


signer. This is rarely permitted in 
the mainstream of advertising, but 
only in the “off-Broadway” arenas. 

The immature avant-garde de- 
signer seems bitter about the main- 
stream of American advertising. He 
hates the “hard sell” and avoids cli- 
ents who interfere with his freedom 
He believes that the role of business 
should be one of patron of the arts, 
and insists that his craft is art. 

I do not argue for the return to 
any form of traditionalism. I do ar- 
gue for a sense of responsibility on 
the part of the designer, and a ra- 
tional understanding of his function 

I think he should avoid designing 
for designers 

I suggest that the word “design” 
be considered as a verb, in the sense 
that we design something to be com- 
municated to someone 


> Perhaps it would help to clear the 
air a little if we were conscious that 
printing and advertising cost a great 
deal of money. If a designer could 
pretend that the money to be spent 
to reproduce his design were his 
own, I suspect he would subject 
himself to far more rigid disciplines 

When he examines his work with 
relation to its function, he wouldn't 
bury the text and render it illegible 


* here 
“Desetting 4s stiy 
aN ary 


SERVICE typographers, inc. 


723 S. Wells St., Chicago 7, Ill., HArrison 7-8560 
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on the ground that it is inferior 
anyway. He will insist, instead, that 
it be better. If no one will write a 
better text, he will have to learn to 
write it himself. For having become, 
in effect, his own client, he will 
want to be sure that what he has to 
say will be clearly understood—that 
this is his primary function 

He will find that the most satisly- 
ing solutions to a graphic problem 
come from its basic content. He will 
find it unnecessary and offensive to 
superimpose a visual effect on an 
unrelated message 

He might even find that writers, 
too, have a certain skill, and he 
might enjoy making their work legi- 
ble, and reading it 


> Perhaps the most important thing 
that would happen is that all those 
pointless questions about tradition 
and modernism, whether our typog- 
raphy is American or European, will 
become properly irrelevant. All of 
these influences, and many more, 
will have become part of the de- 
signers total design vocabulary 

If he applies it successfully, the 
end product will show no traces of 
having been designed at all. It will 
look perfectly obvious and _ inevit- 
able 

If he is more concerned with how 
well his job is done than he is about 
whether or not it is “new,” he will 
even win awards for his perform- 
ance 

But no matter how many honors 
are bestowed on him throughout his 
career, he will never mistake the 
printed page for an art gallery. 44 


Split-T (Sans Emily) Is 
New Tip-Top Trademark 


Emily 
orate the Tip-Top bread wrappe! 
Ward Baking Co., which bakes 


the bread associated with the now 


Tipp will no longer de 


famous little trade character, an- 
nounces that, as a bread wrappe1 
adornment, Emily has done her job 
(though she'll still be seen on tele- 
vision). She has been replaced on 
the wrappers by a split-T. 
Designed by Jim Nash Associ- 
ates, New York, the new trademark 
split-T—half in red 
and half in blue—underscored by 
the Tip-Top logotype in blue. Stars 
decorating the ends of the wrappe1 


features the 


are retained, but are emphasized 
at one end only to avoid over- 
symmetry 

The split-T itself is designed to 
create immediate visual impact and 
still carry a closer identification 


with the product name than did 


..+ Continued on p. 90 





ALBERT 


CONTROLLED MOISTURE CONTENT 


Phat’s one of the secrets of the outstanding performance 

of All Purpose Litho on long high-speed press runs. The 
blue-ribbon paper for all of the major reproduction 
processes, All Purpose Litho is distortion free, lies flat, 

has consistent quality and superior ink receptivity. For 
labels, box wrap, pressure-sensitive and heat-seal applications 


and a wide variety of idvertising uses 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 


THE CHAMPION PAPER AN 


All-Purpose 
Litho 


BY CHAMPION 





ALL PURPOSE LITHO, as its name implies, incorporates all the qualities 


that make it adaptable for a wide variety of uses—labels, boxwraps, advertis- 
ing. Champion also makes quality coated and uncoated papers for books, 
magazines, envelopes, greeting cards, business forms, tags, tablets, food 


packaging and many other uses. 


THE CHAMPION PAPER AND FIBRE COMPANY * HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 


Cincinnati, Atlanta, Dallas, and San Francisco. Distributors in every major city. 


CHAMPION SETS THE PACE IN PAPERMAKING 












“Ad Requirements has created an 
alert and responsive audience’”’ 


By 


BOZELL & JACOBS, ING. 
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HAROLD KAPLAN 
Account Executive 


BOZELL & JACOBS, INC. 


Mr. Kaplan and Bozell & Jacobs are typical Mr. Kaplan studied advertising and marketing 
of the advertising-promotion professionals you at Northwestern University, layout and illus- 
reach in the pages of Advertising Require- tration at the Art Institute of Chicago, indus- 
ments. They are typical ot the important buyers trial design at the Institute of Design. He has 
of advertising supplies and services who read operated his own art and production studio, was 
and respond AR ads and editorial features advertising manager for an office duplicating 
machine manufacturer, and was a partner in a 
Beginning as a public relations agency in Chicago advertising agency. 
1920, Bozell and Jacobs billed an estimated For the past 11 vears. Mr. Kaplan has been om 
$17,500,000 in 1958. About $3,500,000 of this was account executive at B. & J., working with a 
used to purchase engravings, typesetting, pho- 


large variety of such 


clients 
for its clients. Corp.; Labline, Inc 


as Tilemaste: 
tography, printing, artwork etc. 


.; and Phoenix Table Mat Co. 


Advertising Requirements / Wokbook of Advertising & Gales Prowetion 


200 £€ tLLINoOlsS a7 2 





CHICAGO 11, tut 





PRINTING, PAPER & PLATEMAKING - DIRECT ADVERTISING - RADIO & TV PRODUCTION * LAYOUT & TYPOGRAPHY + AUDIO & VISUAL AIDS - 
SIGNS & DISPLAYS - PACKAGING & LABELING - ART & PHOTOGRAPHY - 
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ProType's Outstandi 


Says a Professional .. . 


yet anybody can get outstanding results: “‘We find ProType 


faster than any other method. . 


it eliminates handlettering... 


and we can keep up-to-date with new type faces while saving 
hundreds of dollars on metal fonts. ProType actually helped us 
secure several new agency accounts.” 


So says C. J. Caswell, president of Loheide-Cas 
well Co., fine typographers in Peoria, Ill 
iid pro who appreciates speed, ease and economy 


He’s an 


DAVIDSON CORPORATION 


of sharp, clean headlines or blocks of type produced 


by ProType on film or paper 


But you needn't be a pro to profit by the inge 
nious, simple, low-cost ProType. You can get profes 
ional results with only a few minutes practice. Pro 


[ype does everything possible with type 


and 


then some. ProFonts, in 10,000 type sizes and faces, 


range from 6 to 90 point. 


Mail coupon today for further information. 


Davidson Corporation, 29? Ryerson St., Brooklyn 5, N. Y. 


it type 


IN SECONDS! 


id men 

students hav lis v I 
Haberule Visual Copy-Castet 
to be the simplest, fa test, most 
accurate copy-fhitting tool ever 
devised. At art supply stores 
or order direct . only 10,00 


HABERULE 


BOX AR-245 + WILTON + CONN. 
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' »* 
AR’s 22,000 Circula- 
tion is Hand-Picked 
for Buying Power 
Nowhere else can you get such 
coverage, so carefully tailored 
and so precisely directed to buy- 


ers of advertising services, mate- 
rials, equipment supplies. 


Get in AR! 


(mm ) 


. cont. from p. 86 


Where’s Emily? . . Tor 
trade haracter, Emil Tipp, ha fi 
appeared from familiar bread wrapper 
Company tter plit-T trademark in 


stead 


Emily Tipp. The new design was 
chosen also because it retains its 
impact in any size, in either colo 
or black-and-white, and will blend 
well with Emily's image on_ the 
television commercials. 

“The use of the animated char- 
acter from the company’s television 
advertising allowed the company to 
capitalize on the newsworthy sales 
appeal of Emily Tipp’s popularity,” 
explained James A. Kirkman Jr., 
Ward's vice-president in charge of 
marketing 

“However,” he continued, “now 
that the name Emily Tipp and Tip- 
Top bread have become synony- 
mous, we felt that it was time fon 
the trademark to be associated mort 
closely with the name of the prod- 
uct itself.’ 

The split-T design will be f 


tured in newspaper ads, magazines, 


billboards and truck posters and 
will join Emily Tipp in television 
commercials 44 


Schenley ‘Gold Rush’ Ad 
Welcomes 49th State 


Alaska, like our own West, has its 
historic roots in hard-drinking, 
wild-and-wooly “gold rush” days 
and, on the day Alaska’s recent 
statehood was approved, Schenley 
International Corp. took that fact in- 
to consideration. Schenley got out a 
full-page congratulatory newspape1 
ad welcoming Alaskans to statehood 

and reminding them of their own 
heritage 

The ad, which ran in major Alas- 
kan dailies, presented something of 
a typographic problem since old- 
fashioned typography was to set the 
motif. 

Design and layout of the frontie 
days ad were the brainchild of Alan 
Carreau, account executive at 
Schenley’s agency, McCann-Erick- 





son. Where did the old-fashioned 
typography come from? The “Hand- 
book of Early Advertising Art,” by 
Clarence P. Hornung, proved to be a 
gold mine in producing the gold rush 
ad. 

The ad’s illustration (a wood cut) 
and ornamental border were found 
in the Pictorial Volume of the hand- 
book. The various typefaces, from 
the handbook were 
found in the volume on Typography 
and Ornamentation 

All of the material in the hand- 
book, incidentally, copyright- 
free which made the project not only 
ingenious 


same source, 


Was 


but inexpensive as well 
44 


Creates Letterhead 
Design Award 


An award for designers of out- 
standing letterheads has been cre- 
ated by Neenah Paper Co., Neenah, 
Wis., a division of Kimberly-Clark 
Corp 

The mounted 
on a wall plaque, will be presented 
periodically to letter- 
heads judged to be outstanding. A 
similar will be 
the printer ol the 
letterhead 

submitted by dis- 
Neenah _ busi- 


ness papers qq 


award, a certificate 
designers ot 


award presented, in 


eal h case, to 


award winning 


Entries will bs 


tributor salesmen of 


Die-Cut Letters Banish 
Lettering Problems 


Lettering for charts, bulletin 


boards and a variety of visual aids 


is removed trom. the category ol 


time-consuming drudgery with 


/ 


E'S - 


‘ 


1 don’t have any more money, .. . 
but | got a brand new 24 point 


Gothic in yesterday... 


[ee eee 


AND LARGER 


PHOTO- 
REPRO 
PROOFS 


DIRECT | 


SET 
PAPER 
PROOFS 


Quality | 
aa 


NEGATIVES 
Super-sharp 
ready for your 


' platemaker j substantial 
| ‘ savings 


typography 
at 


ome 


“Fotosetter / Warwick Typography” 


SOLID HIT WITH ADMEN 


Check your ad program now. How many ways will 
Fotosetter /Warwick Typographic Services improve your 
selling story, cut production time and complications, 
save your time and money? 


Unlimited Selection 
your every need 


Hundreds of type styles and sizes to fit 


Giant-Size Type—Fastest, sharpest, surest way to get large 
quantities of big type for your presentations, broadsides, et« 


Tiny Type—No limit on size, sharpness, selection of faces 


Pack more copy per space 


Negatives Ready for Platemaking— All copy positioned to 
your layout plus precision marks for register, halftones, art 


No-Smear, No-Smudge Proofs 
Save paste-up time 


Tough, easy to handle 


Direct Set Paper Proofs—Fastest, most economical way to 


put certain jobs into print. Single perfect proof with 
t ssible 


Send for Free Photographic Type Book 
12” ” working manual. Contains all Fotosette 
Jiiners and tlexsel sample 


t to you at no obligation. 


Wa ree ie Bs vyvpocrapurns. tac. 


920 


OVERNIGHT 


ERVICE 


IS MORE 


THAN 


JUST A 


WASHINGTON AVE. « ST. LOUIS 1, MO. « PHONE CENTRAL 1-9210 


SERVICE BY AIR... RIGHT TO YOUR DESK 


3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPES + REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 


ENGRAVING SERVICE DEPARTMENT 


WORD 


ar LAKE SHOR 


ELECTROTYPE 
DIVISION 


1224 W. VAN BUREN - CHICAGO 7, ILL. - SEeley 8-1010 
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“visual letters,’ a product of Stik- 
a-letter Co., Escondido, Cal. 
Visual letters are precision die- 


cut letters which come in complete 
fonts, an assortment of colors and 
three sizes. They are cut from con- 
struction paper and each font is a 
separate color. They are packaged 
in three different fonts: all capitals, 


lower case and numerals, and all 


. numerals. Each assortment is a 
Monotype 1S complete font. Sizes to choose from 


rr 


, include 2”, 3” and 4” letters. They 
solution can be pinned, pasted, stapled, taped 
. . . 
or suspended with string 
Suggested uses include posters, 
bulletins, teaching and training aids, 
displays and exhibits. The 2” and 


rr 


3” sizes are priced at $1.50 per font 
The 4” size is $2 per font 

Stik-a-letter Co., will furnish lit- 
erature upon request. 


for more details circle 635, page 128 


Fast Camera Lops Hours 
Off Color Separation 


W ” A speedy camera which is said to 
e consider the typographical appearance of our printed advertisements very important,” says 


accomplish color separation and 
Frank E. Powers, Director of Typography, J. Walter Thompson Company. He adds, “Naturally we 


produce screened negatives from 
insist on the best typography possible transparencies in one step within 
: 7 a two-hour period has been intro- 
First, we select type of fine design, having qualities of good visibility and sustained readability. Type hana 9 Dudes ae a 
auce¢ dV uican l ungraving 
Co., New York 
iudience Developed at the research depart- 
Of course, Monotype often provides the solution.” ment of Vulcatone Corp., a Vulcan 
subsidiary, the Vulcamatic camera 


has been thoroughly tested and 


must be of the proper tone and depth to print well. It should look right in combination with the art 


the headline and logotype. It should be appropriate to the product and suitable to the 


fateh on ie eet ED proven in use for five years, the 
Monot) you'll find it costs no more. In the mean company claims. It can produce the 
time write us for a sample of the newest Monotype faces color separated screened negatives 
Californian, Craw Clarendon and Clarendon Book within two hours from transparen- 
cies up to 10x10’, according to the 

Write today for full information about all the profit-making featur { Monotype company 
The Vulcamatic is being sold as 


Ax LANSTON MONOTYPE COMPANY complete package unit which _ in- 


JON OF LANSTON INDUSTRIES, INC 24th & Locust Streets, Philadelphia 1, Po cludes a five-day training period 44 


Offers Paper Samples 
For Reproduction Proofs 


A pocket sample kit on APCO 
reproduction proofing paper is 
We are usine the Color Splitter “as a substitute for the available from Appleton Coated 

: Paper Co., Appleton, Wis 
camera on many color process reproductions from transparencies. Included with the samples is a de- 
: scription of reproduction proofing 
THE RESULTS ARE TERRIFI« and its various applications in the 
graphics field. Quality differences 
between proofing on APCO repro- 
: duction proofing paper and standard 
HUTCHINGS & MELVILLE, INC. Photocneravers enamel grades are illustrated, with 
: actual size and magnified compari- 

SPECIALISTS IN POWDERLESS ETCH OF Copper ORIGINALS son pictures 

: Typographic and halftone printed 
proofs are included, as well as sev- 
eral grades of unprinted stock to be 
used by the recipient for test pur- 
Description upon request , 


poses. 


for more details circle 636, page 128 
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A guide to card. packaging 


By Dr. John A. Keenan 


standard Packaging Cory 


w York 


Some of the factors that make a 
successful package are the same re- 
whether 
it be a flexible package, a folding 


gardless of pac kage type 


carton, a can, a bottle, a collapsible 
tube or a blister pack 

My purpose is to give you an ob- 
jective report of our observations of 
the developments in the display 
card field, and indicate how it may 
provide economies In packaging and 


an increase In sales 


> Let's look at cardpacks As you 
know, this type of package consists 


of a paperboard card to which is 


fastened a product The products 
are held to the card by a thermo- 
formed bubble of cellulose acetate 
and this unit is known as a bubble 
package or blister pack 

These packages illustrate what I 
think is one of the best features of 
the card pack, and that is design 
versatility. One type of package 
permits the shopper to take the 
product out of the package and 
sample it to test how it writes, 
thin or thick, and how well. This 
type of package is m¢ rchandised in 
stores that do not rely on self- 
service 

3ut the big package in the middle 
is intended for the self-service store 
The blister is heat-sealed to the 
card and you practically have to 
have a pet bear to open the package 
theftproof 
Also, the card is extra large so that 


It is designed to be 


the package cannot easily be con- 
cealed 
The small package at the right 


This article is adapted from a speech 
delivered at the National Packaging 
Conference, Chicago. 


An expert explains some of the advantages, 


as well as the dangers, with the blister, or skin. 


pack, one of the most rapidly-growing package techniques. 


holds ink refills. The card has a 
trap door so that refills can con- 
veniently be removed one by one 
from the back of the card 

The tray-style package in the 
refills 
The thermoformed polystyrene base 


foreground also holds ink 


conforms to the shape of the refill 


and the transparent cover slides 


open 


> A quick inventory of the advan- 
tages afforded by this type ol pac k- 
age would be: 
1. Saves on packaging 
2. Saves store space 
3. Provides excellent product dis- 
play 
4. Does the selling job—fast! 

The printed card affords sales i 


Four-Way Pack 
removable pack 
the product 


1ispense 


formation, including brand name, 
price, selling copy, and instructions 
for use. This cardpack carries a 
straight flush of packaging advan- 
tages and all in a single one-card 
hand, as it were 

If your product calls for frequent 
changes in the package to keep 
sales rolling in, then the cardpack 
is a very valuable package indeed 
The number of styles and features 
that can be created. the variations 
on a merchandising theme that can 
be improvised are infinite 

As anothet example of the value 
of this package, a cardpack won 
1,500 new outlets for the Woodhill 
Chemical Manufacturing Co., Cleve- 
land, Ohio. In nine months, a card- 


pack carried sales up to 54.000 
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inits compared with only a lew 
thousand during a previous, com- 


parable period 


> Then there is the skinpack. An in- 
feature of this package 
the fact that it employs a poly- 
ethylene-coated Mylar film The 
is the die and that 


terestin 


IS pac kage is defined as 
blister oO! 
D ibble pack The plastic is not pre- 


a Kinpat k and not a 


{ j 


lormed into a bubble, and, because 
the plastic is thermoformed to the 
product itself, a skin-like fit 
achieved. The film heat 
incoated unpe rforated board which 


about half a 


seals to 
expensive as coated, 


pe rforated board Thus an im- 
portant economy is achieved. Also, 
film as thin as 1 mil can be used, 
instead of the 5 to 10 mils usually 
found in a bliste1 

This type ol skinpack, ot course, 
cannot provide detail in the formed 
plastic that you would expect when 
heavier gages of plastic are formed 


Nevertheless, this pac kage 
trates the fact the 


demon- 
( ardpac ks can 


help you cut costs 


> A significant factor is the prog- 
made F< W 
today are static. In fact, you will 


ress be Ing pac kages 


find progress wherever you look 
sut the advances appeai to be more 
dramatic in the 


newer types ol 


pac kages, such as the cardpack 
For example, there is a worthy 

rival to the blister pack and the 

skinpack. By definition and 


struction, it 1S 


con- 
bubble 
skinpack. A film of 
chloride is attached to 
a die-cut, center-scored card. The 


neither a 
pack nor a 
polyvinyl 
window card is produced in the 
flat and is shipped to the packager 

A new type of machine has been 
developed for use in the packager’s 
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iad 
Card Packs with Plusses These three 


are examples of packaging that adds value 
to sale The skinpack on the left is credited 


with opening up 1,500 new outlets. The 


nail polish pack in the center affords visibility from all angle The needle pack n the 


right naps together without adhesive 


own plant to pre-form the film, load 
ihe product and electronically seal 
the card. Savings up to 30° may 
be possible as compared with the 
cost of previous constructions. A 
film gage of 11% to 2! mils can be 
used, and certain other reductions 
resulting from the elimination of 
coated board and economies in fab- 
rication may be anticipated 

This window pack is a 


space 
) 


savel It shows the product in o- 
dimensional profile from any angle 
It tends to glamorize the product 
It discourages pilferage and tamper- 
ing. It is novel 

> One reason the card 


pack is 
a strong contender for the pack- 
ager’s favor is because it lends it- 
self to different levels of 
packaging production—all the way 


from small-run to exciting heights 


many 


of automation 

machine 
needles was developed by the Boye 
Needle Co., Chicago. The needles 
insert in a ridged paper strip and 
are held in place in the blister by 
a backing card that snaps into the 


A package for sewing 


blister. The blister unit itself then 
snaps into the die-cut aperture of 
the display card 

The snap-lock features are pro- 
vided by double undercut flanges 
formed in the blister. One undercut 
grips the backing card. The othe: 
grips the display card. No adhesives, 
staples or heat sealing are re- 
quired. Anyone could assemble this 
package 

This type of package would seem 
to be well suited to an operation 
where packaging is cyclical or in- 
termittent, where only a_= small 
quantity may be desired at a time 
and where only an absolute mini- 
mum of equipment and materials is 
practical 


or heat sealing 


At the other extreme, there is a 
machine that can produce a thou- 
sand blister packs a minute. Direct- 
ly in front of the operator there is 
a huge metal drum with 100 rows 
of blister forming cavities, each 10 
Each time the drum 
completes a full turn 1000 bliste: 
packs are formed. Oriented poly- 
styrene film feeds from the left and 
printed paper from the right. 
Blisters are formed in 


cavities wide 


the plastic 
and are then filled with salt or pep- 
per. The paper is then sealed to the 
plastic The 


packs, containing a measured quan- 


packages, individual 
tity of salt or pepper sufficient fo 
a given unit use. They are in com- 
petition with several types of en- 
velope packages used for institu- 
tional servings of salt and peppe 


> The future of the blister pack, the 
skinpack and similar card-type con- 
tainers is being pushed forward by 
rapid advances in materials. Cellu- 
lose acetate, butyrate, polystyrene 
polyethylene and vinyl are the ma- 
jor types ol plastic sheet employed 
to date 


The material for the Morton Salt 


package was a new type of poly 


styrene shown at last year’s pack- 
aging show in the New York Coli- 


Mass Production 
produce 1,000 packs 


styrene laminated t 


This machine can 
a minute, of pol 


printed paper 





seum. The combination of poly- 
ethylene and Mylar that heat seals 
to an uncoated card is a relatively 
new development in materials. 


> The cardpack is naturally thought 
of as a merchandising, retailing 
type of package. Because it is trans- 
parent. Because it possesses high 
display value. Because it gives a 
self-selection boost to so many 
products. However, this type of 
package is also making a good rec- 
ord for itself where industrial prod- 
ucts and non-retail methods of dis- 
tribution are involved. The reasons 

cardpacks can provide the an- 
swer to two vital needs: protection 
and function. 

One of the best assets for this 
type of package is the fact it can 
be converted readily into a working 
or convenience package. A num- 
ber of the packages in use dem- 
onstrate work-saving, easy dis- 
pensing, or measured quantity con- 
veniences 

The ready-to-use conveniences 
the homemaker has at her com- 
mand through the medium of work- 
ing packages cost her about 8c a 
day. They are probably the _ best 
bargain she can buy. There are few 
homes in this country where pack- 
ges are not saving the homemake: 
at least a half-hour a day of work 
in menu planning, meal prepara- 
tion, kitchen cleanup, housekeeping, 
personal grooming, laundering, and 
in safeguarding the health of her 


Feevilly Hy Nashua Self- Sealing Bands 
ii a a: al ... low-cost way to liven-up sales 


the cardpack is a good package to Planning your Christmas promotion? Look into Nashua Self- 
keep in mind. Blisters and_ skin- Sealing Band the low-cost way to brighten seasonal sale 
packs, in their many forms, lend Ideal for special promotions of 


any 
themselves to spec ial user benefits cutting year ‘round packa f 

For example, trap doors or perfo- Bands printed in up to six 
rated sections in the back of the Moisture-sealing types also available 
card can permit the feed of small Get on the Nashua band wagon! Send an 
parts one at a time. Or special outline of your requirements for full 
feeding channels can be formed in information and prices. Nashua 

the plastic blister. The number of Corporation, Dept. AR-69, 44 Franklin St., 
gripping devices, hinges, or special Nashua, New Hampshire. 

catches that can be formed into 

plastic blisters challenges the best 

imaginations in the packaging field 

Moreover, the cost of these con- 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5— Phone HArrison 7-3732 


ELECTROTYPES » NICKELTYPES - PACOTYPES - STEREOTYPES 
COLOR MATS + THERMOSETTING MAT PATTERNS + PLASTIC PRINT 


Where do you gett BETTER SERVICE than at P& A? 
End Product These smal 
ore produced by the machine t cr 
ising a new kind of polystyrene 
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Practical Blister 


is likely to be most eco- 

sometimes available at no 
One action package permits the 
flashlight 
it contains while it is still encased 
in the blister 
on the sides of the flexible acetate 
dome does the trick 


shopper to turn on the 


protective Pressure 


A phenomenal 
nerease in sales has been credited 
to. this pat kage The 
hown here is one that aids the 


hopper and the retailer. It is pure- 


convenience 


ly an in-store, self-selection fea- 


ture The principle, nevertheless, 
could just as well find applications 
ror othe 


products and different 


types of conveniences for « xample, 


queeze-to-use dispensing 


’ We have examined some of the 
virtues of the cardpack. But this 
would not be an entirely fair ap- 
praisal if we did not look at some 
of the limitations. By 
with the flexible 
folding box, the 


comparison 
package and the 
cardpack is still 
not a giant in the packaging field 

Blister packs and skinpacks dress 
up many utilitarian items. They do 
i far better job to date for this type 
of product than they have for lux- 
ury items. A blister pack finds it 
easier to upgrade a faucet handle 
than to dress up a gift or a piece 
of jewelry. It is great for notions, 
toys, and hardware. But it seems 
hardly the package for a_ birthday 
Quite fre- 
quently it won't be the best pack- 
age for saying, “Quality 


or anniversary present 


>’ Some of the most successful users 
of cardpacks, I believe, would be 
the first to admit they have over- 
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looked opportunities to save costs 
and increase sales in packages they 
at first thought were ideal. Some 
of the constructions found in the 
stores today are awkward and un- 
necessarily costly by any standard 
of experienced appraisal. Some of 
the packages are not just simple, 
they are amateurish. Obviously, no 
point would be served by citing ex- 
amples. But observe, when you can, 
some of the cardpack displays in 
several types of outlets, including 
the highway stores. Then ask your- 
self if there isn’t a real danger that 
cardpacks are somehow or other 
labeling themselves cheap packs? 
To be sure this is more a merchan- 
dising sin than it is a packaging 
fault 

I believe the cardpack is indi- 
cated when some of the following 
requirements exist: 


1. The need for a rigid or semi- 


rigid construction combining trans- 
parency and space-saving features 


2. The need to glamorize and mer- 
chandise utilitarian type products. 


3. The need for a_ package that 
will accommodate unusual shapes 
and contours. 


4. The need for a package that will 
lend itself to frequent changes by 
reason of its simplicity and design 
versatility. 


> All of us are interested in the ad- 
vancement of effective packaging. 
The card pack is still a relative 
newcomer to the area of display 
packaging that has long been the 
domain of folding cartons and flexi- 
ble packaging. It has made an im- 
portant contribution, and we can 
expect that it will have a growing 
place in the packaging field q4 


Packaging show is 
more serious than ever 


By Robert B. Konikow 


AR Managing Editor 


The 28th National 


Conference was, by all measures, 


Packaging 


one of the most successful ever run 
by the American Management Assn 
Attendance, in spite of, or perhaps 
because of, a $2 registration fee, 
reached a new high. The number! 
of exhibitors also created a record 
And exhibitors, from one end of 
the huge hall to the other, ex- 
pressed themselves as being satis- 
fied, both with the number of vis- 
There 
were enough to keep the exhibitors’ 
staff members busy, but not too 
many to handle individually 


itors and with their quality 


The seriousness of the visitors 
was matched by the seriousness of 
the exhibits. Notable for their ab- 
sence were the gimmicks used sole- 
ly for the purpose of stopping a 
Almost completely absent 
were the booths which relied on 
giving away a portable television 
each day in a raffile, or on audience 


visitor 


participation games, or even on dis- 
tributing funny hats 

The most common souvenir giv- 
en to visitors was an envelope large 
enough to hold literature. Many ex- 
hibitors furnished this helpful aid 
to exposition-attending, and of 
these, most were made on the spot 
to demonstrate a bag-making ma- 
chine or the workability of a par- 
ticular stock. A few exhibitors were 
operating packaging machinery, and 


some of these had sample tubes o1 
bottles or packs of a useful product 
to give away 


> The exhibits were business-like 
and to the point. A visitor could 
see, in a short time, a wide variety 
of equipment and materials, and 
could talk to experts. With only a 
few exceptions, the exhibits were 
well planned and efficient. They 
were attractive, but not overwhelm- 
ing. 

One general impression of the 
show was that packaging has not 
yet settled down to the routine. 
There are new things happening, 
new materials entering the picture, 
new techniques being adopted 


> One good example is the emer- 
gence of screen process as a pack- 
aging possibility. The number of 
exhibitors who showed presses and 
dryers for silk screen printing took 
a substantial jump over last year’s 
show, and there was more apparent 
interest in them. General Research 
and Supply Co., Grand Rapids, 
showed its one-color press, capable 
of turning out up to 5,000 sheets an 
hour. Advance Process Supply Co., 
Chicago, exhibited a Pace screen 
printer which fed printed 24x30” 
sheets into an Auto-Jet Turbo- 
Dryer. Both units fit comfortably, 
while operating, into a 10x10’ booth, 
with room for people, too 


>’ The battle of materials was in 
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128-page Average Uncoated 
BOOKLET or CATALOG Offset 
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CiRn Rotel a] 35 Ib. 
Cellupaque 
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ALLIED PAPER CORPORATION 


KALAMAZOO N 


TOTAL SAVINGS................ $3,879.17 


...long experience in lightweight paper quality 


Allied’s fifty-four years of experience in lightweight paper 
manufacture is well recognized by the publishing industry, 
where millions of tons are used every year. Today, the ad- 
vertising and printing fields are seriously and more frequently 
considering greater use of lightweight papers...specifically 
the quality sheets of Allied 


Included in the line u ith Ce llu paque are: 


IMPERIAL BIBLE A moderately priced white sheet having 
high opacity...assures quality printed results on sales 
manuals, stuffers, inserts, and catalogs. 


BRITISH OPAQUE An inexpensive, cream white sheet with 


excellent strength, and runnability...ideal for directories, 
manuals, price lists, etc 


“CASE HISTORIES OF THREE ALLIED LIGHTWEIGHTS"’ 


Consult with your printer on 


Allied’s complete line of preferred printing papers 


for all types of advertising material 


Uncoated 
Custom Offset 
Solar Offset 

Plaza Offset 

Climax M.F. Litho 
Climax English Finis 
DeSoto English Fir 
Climax Eggshell 
DeSoto Eggshell 
Cellupaque E.F 
Imperial Bible E.F 
British Opaque E.F 
Britehue Tints 
Northbrook Bond 
Northbrook Mimeo 
Northbrook Duplicator 


Coated 

Cellufold Offset Enamel 
Celluprint Enamel 
Cellugloss Offset Enamel! 
Imperial Enamel 
Imperial Offset Enamel 
Velour Enamel 

Velour Offset Enamel 
Campaign Bristo 
Cellugloss Litho C1S 
Monarch Litho C1S 
Comet Colored Enamel 


Groundwood 
Forester Offset 
Forester M.F. Litho 


ALLIED PAPER CORPORATION 


KALAMAZOO ° MICHIGAN 
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evidence, as always. Various in- 
dustry groups issued releases point- 
ing up the swing to one material 
or another. Typical are 
quotes: 


these 


the metal tube is 


grou nd 


regaining 
against the 
of aerosol and 


initial impact 
plastic packaging 
. Collapsible Tube Manufacturers 


Council. 


° cellophane usage grew an amaz- 

ing 16 million pounds last year 
American Viscose Corp. 
- . . @ billion-pound market for 
transparent packaging films by 1968 
was predicted Robert R. Smith, 
packaging sales director, Du Pont’s 
Film Department 


aluminum could capture about 
o°> of the 40-billion unit can mar- 
ket in the next three to five years, 
and might win up to 20% in the 


F. B 


charge of 


next ten years Newcomb, 
vice-president in 


mercial 


com- 
Div., 


quoting an 


development, Canco 
American Can Co., 


Arthur D. Little survey 


thermoformed sheet for pack- 
aging has arrived—and will steadily 
take on an even larger share of the 
James Bachner, sales 
manager, Campco Div., Chicago 
Molded Products Corp 


market 


aluminum packaging applica- 
will double during the 
J. Close, 
president of sales development and 
industry Aluminum Co. of 


tions next 


five years... F. vice- 
sales, 


America 


Whether 


them 


these claims, some of 
in conflict, can be reconciled 
Part of the 
materials is 
obviously due to the simple growth 


or not 1s unimportant 
growth in individual 
of our market as a whole, and its 
Part of it is 
increased 


demands 
due to the 
packaging as a 
And 
qualities are 
which 


increasing 
reliance on 
factor 
shift, as 
added _ to 
open up 


marketing 
part is a real new 
materials 
new opportunities, 
or new price structures make thei 
adoption practical 

> Among the new and 


teresting 


more in- 
observed by AR 
Each of 
described in 
which 
circling the 
appropriate number on the Readers’ 
Service Card. 


items 
editors, are the following 
fully 
company -prepared 


these is more 


material, 


may be obtained by 


@ Ultrasonic Aluminum 


Welding 
. Continuous joining of aluminum 
foil by the use of high-frequency 


sound waves has been developed 


to a practical stage by Aeroprojects 


Inc., West Chester, Pa. A 
pressure-tight 
can be 


metals. 


clean, 
seam results, and 
applied to a variety of 


- for more details circle 637, page 128 


® Prestige Seals Stoffel Seals 
Corp., Tuckahoe, N. Y. presents a 
new tagging. Using silk 
cords and ribbons clamped in me- 
tallic seals, the labels add a special 
touch to a package, and can help 
get a trademark 
where it is 


idea _ in 


into locations 
rarely visible 


- for more details circle 638, page 128 


© Watertight Snap Lock Bag 
Mojonnier Associates, Franklin 
Park, Ill., introduced a new bag, 
especially useful for sampling packs 
of liquids, that can be opened and 
closed without tools. A wire and 
tape strip, fastened to the top edge 
of a polyethylene bag, can be turned 
over to produce a leak-proof clo- 
sure. 

for more details circle 639, page 128 


@ Molded Packs 
Milwaukee, introduced its line of 
“Moldpaks,” which are made either 
of cellulite or 
shaped to 


Jardier Co., 


plastic. They are 
float an item 


within a shipping carton, or to serve 


order to 


both as shipping protection and a 
display case 
for more details circle 640, page 128 


@ Sifter Units . 


age powders or 


. Those who pack- 
granular products 
should be interested in these plastic 
units which fit into all 
tubes or bottles. They are 
manufactured by Columbia Basin 
Plastics Co., Portland, Ore., and dis- 
tributed by The Faran Co., New 
York. 


for more details circle 641, page 128 


types of 
boxes, 


@ Pressure-Sensitive Label Papers 

Kleen-Stik Products, Chicago, 
used the show to introduce its new 
label They 


19 colors, including me- 


line of colored papers 


come In 
tallic silver and gold, and are coated 
with the company’s tamper-proof 
adhesive, which prevents their be- 
ing removed without destroying the 
label 


for more details circle 642, page 128 


® Coding Labels 


date or 


If you need to 
code your packages in an 
inconspicious way, _ investigate 
Codedge, manufactured by Griffin- 
Rutgers, New York. This simple 


machine makes small notches in the 
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TEN-SHUN! 
IDEA ART 
PORTFOLIO 


“REPORTING 
FOR DUTY! 


Fifth Annual Idea Art Portfolio just 
off the press! All new—100 fresh, 
unusual light-touch drawings with 
copy lines to suggest infinite uses. 
Glossies ready for reproduction. 
Plastic 9x12 ring binder. Illus- 
trated index! Complete $29.50. 


ORDER ON APPROVAL FOR 
5-DAY FREE EXAMINATION! 


IDEA ART 


309 Fifth Ave., New York 16, N.Y. 
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Something to 
SPOUT about 


Every issue of ADVERTISING RE 
QUIREMENTS overflows with the 
kind of know-how and know-why 
that leads to better promotion 
production, and merchandising 
It's always timely and comprehen 
sive, covering every non-media 
advertising function. It's a com 
plete guide for you and your staff 
to all the filings an advertising 
man must handle in addition to 
placing space or buying time 


ADVERTISING 
fay REQUIREMENTS 


200 E. Illinois St. + Chicago 11, HI. 
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Dont let a few cents 
stand between you 


Y 


and product 
identity ! 


Give your products the merchandise and 
sales lift they deserve by packing them 
in “personalized” decorative papers by 
Thilco. They cost but a few cents more 
than plain, uninteresting papers and 
provide the lowest cost advertising you 
can buy — the space is free! Whatever 
protective function you seek in paper, 
chances are Thilco has it and practical- 
ly all our papers can be PRINT-DEC- 
ORATED as you'd like them. 


LOOK WHAT 
ad it eel 
HERE 


Collyer’s Cablex 
Py ede) 
Um uid 
with functional 
protection —a 
traveling 

Cr aa 
from factory to 
es 


LOLLY Ei 


COLYER CABLEY 


Thilco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags. 


Write for free Sample kit. 


eA 


| THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK @ CHICAGO © DETROIT © 
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CINCINNATI 


Aerosol Package Winners . . . Winners (above) of the 1958 Packaging Design Awards 


for push-button aerosol products marked a new “‘first’ 


«the 


‘Most Attractively Designed Aerosol Package of the year’’ 


for food packaging. Award for 
went to “’Sizzle-Spray,’’ 


a barbecue sauce entered by Anderson Foods, div. of Heublein Inc. Aerosol winners in 
the other ten product categories included Electrolux’s ‘‘Insect Killer’; Avon’s ‘‘Klean- 


Air’’; Sheffield Bronze Paint Corp.'s ‘Quick Spray’’; 


Gillette Safety 
‘Chanel No. 5”; 


rite’; Razor's 
Rosemarie Div 


’Fungi-Rex’’ 


edge of the label, working as fast 
as 4,000 per minute. They can be 
read easily by anyone in the know, 
but are rarely noticed by the con- 
sumer. 

- for more details circle 643, page 128 


@ Ice-less Ice Box A box that 
can keep beer and other beverages 
cold for at least six hours, without 
ice or other’ refrigeration, was 
shown at the Alcoa booth. Manufac- 
tured by Stone Container Corp., it 
is made of foil-laminated 
gated board. Haffenreffer 
Co., a New England ex- 
pects to use the container for all six 
and 24-pack canned beer this com- 
ing summer, at no extra cost to the 
consume! 

for more details circle 644, page 128 


corru- 
Brewing 
concern, 


® Metallic Pressure Sensitive Sheets 

Avery Label Co., Monrovia, 
Cal., introduced its line of pressure- 
sensitive metallics, made of vinyl 
plastic and metalized Mylar. They 
come in gold, 
and 


chrome and copper 


can be embossed in 


varied patterns. 


finishes, 


. for more details circle 645, page 128 


>’ Among other 


new developments 
the aluminum foil 
pouches, in which frozen foods can 
be cooked in boiling water. Rey- 
nolds and Alcoa both had samples 
of these new packages which make 
the housewife’s lot 


of interest are 


easier. 


“Foamy” 
A-M-R Chemical Co.'s 
; and Chesterton Co.’s ‘‘DCS Cutting Oil.’ 


Virginia Smelting Co.’s ‘’Spray- 
Cara Nome’s ‘‘Brite Set’’; Chanel Inc.’s 
Nail Dri’’; Rexall Drug Co.'s 


American Can Co. introduced a 
“Piggy-back pak,” which is 
used for keeping related foods to- 
gether. One part is of a sealed metal 
can, which snaps into a_ special 
recess in the cap of a paper tube. 
One such use was for biscuits in 
the tube, topped by a can of chicken 
and gravy. 
Owens-Illinois 


new 


Glass Co. intro- 
duced a series of stock bottles whose 
entire had sprayed 
with organic materials. 
This makes it possible to develop 


surface been 


ceramic or 


unusual color combinations, of par- 
ticular interest to the cosmetic in- 


dustries. 44 


Retail Sales of Oxygen 
Provided by Packaging 


A portable unit of pure oxygen, 
now available for retail sales, is be- 
ing merchandised in a combination 
sales-and-instruction carton  pro- 
duced by Container Corp., Philadel- 
phia. 

The portable oxygen unit is pro- 
duced by Lif-O-Gen, and was de- 
signed as an emergency source for 
home until more elaborate 
equipment can be obtained. Accord- 
ing to the company, emergency uses 


use 


would include cardiac patients, gas 
poisoning, injuries, electrical shock, 
and drowning. General use would 
also include for migraine headaches, 
fatigue, fainting and motion sick- 
ness. 


The Lif-O-Gen container is about 





LEGON 


Been na! 


Urged | 


Packaged Oxygen . Dual-purpose car- 
ton was produced by Container Corp. for 
retail merchandising f new medical 


product 


the size of a pint thermos bottle. It 
contains a 10 to 20 minute supply of 
pure oxygen which can be adminis- 
tered through the nose or mouth by 
means of a push-button. 

The decision to use the green- 
and-white rectangular carton was 
explained by Lif-O-Gen President 
Daniel H. Gattone: 

“A carton tailored to a_ specific 
need is the best way to break new 
merchandising barriers, and, in 
bringing out a complex medical 
product like Lif-O-Gen, we wanted 
a carton to do these specific things: 
@ To attract the shopper’s eye 
® To convince the shopper that our 
product is practical 
@ To serve as an “instruction book” 
after the package reaches the home. 

We believe our new carton meets 
all these requirements,” he con- 
cluded. 

The packaging carton was de- 
signed by the Al Paul Lefton Ad- 
vertising Agency, Philadelphia. 44 


Corrugated Packaging 
ideas in Booklet 


The importance of the right corru- 
gated packaging for a product is de- 
tailed in the complete revised edi- 
tion of “How To Pack It” from 
Hinde & Dauch, Sandusky, Ohio. 

The 32-page illustrated book de- 
votes one section to basic corru- 
gated box designs, and another to 
special corrugated box designs. 

The basic design section provides 
a starting point in determining 
which box style—with or without 
minor variations—is best suited for 
individual products. Included here 
are such styles as the regular 


bo 


This is a complete list of reprints currently in stock. Unless another price is 
given, each sells for 25¢ each. In lots of 10 of any one reprint, the price is 
20¢ each; lots of 50 or more, 15¢ each; lots of 100 or more, 12!1/2¢ each. 
Order by number from Reprint Editor, Advertising Requirements, 200 E. 


Ilinois St., Chicago 11, Ill. Please enclose payment if your order totals less 
than $2. 


New This Month 


270 How to Work with a Package Dostyner — by Robert Sidney Dickens 
271 How to Get your Film Shown on eM — by Jim Atkins 


272 Overseas Premiums Can Add Siena te your Promotion — by William s. Roach 


Advertising Specialties 

307 A Basic Guide to a. Advertising 

231 The Little Ambassodors. os by Dick Hodgson 

205 A Contest Isn't Over When The Winners Are Picked a by Phil Seitz 


166 The Role of Advertising Specialties in » Selling 


Ww 


Art 


256 How to Buy Graphic Arts Material — by Donald Davis 
241 How a Cartoon Character Sparks a Campaign — by Treadwell D. Covington 


236 A Code of Ethics for Art 


Audio-Visuals 
303 A Basic Guide to Business Films 
262 How to Get More from your Film Budget — by Fred A. Niles 
A producer te + ano 


224 The Art of Communication —_— by Richard A. Naumann (50c) 


198 Less Than Ic Per Navan — by Mildred Weiler 


Binding 


193 Loose-Leaf Binding 


Direct Advertising 
304 A Basic Guide to Direct Mail 


261 How to Get an Effective Christmas Card — by Bette Macon 

254 Peek-a-Boo Envelopes Can Sell , 

248 Can You Afford to Run Your Lettershop? — by Francis S. Andrews 
240 Making an Effective Direct Mail Package — by Williom Baring-Gould j 
238 Trends in Direct Mail — by Dick Hodgson 

214 Are Amateurs ree Direct Mail? — by Dick Hodgson 


172 202 Tips for Direct Mail | Advertising (50) 


Engraving 
203 Progress Report on Electronic rene a by David Saltman 
155 Assembling Color Elements Can Save Time ond Money — H. C. Latimer 


112 Do's and Don'ts for Better tein 


Continued on p. 102 
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slotted box, telescope box, and five- 
panel folder type. 


The special-design section con- 
Gy REPRINTS ; tains illustrations and details on 56 
U\ box designs developed for special- 
} ized product and marketing re- 
quirements. The designs illustrated 
M AR I? 2 f range from a simple one-piece fold- 
ore eprin + er to an unusual octagonal box for 

shivping hose. conduit, rope, etc 

Copies are available. 

for more details circle 646, page 128 


. +. continued from page 101 


Exhibits 
309 105 Ulcer Reducers for Exhibitors 


ete Seat Idea File Describes 
eae Carb-O-Copy Uses 


Borrow an idea from St. Lovis — by Mildred Weiler 


Showmanship at a Home Show — by Phil Seitz An Idea File brochure, suggesting 


Exhibit Photos — How to Put Them to Work applications of “Carb-O-Copy,” a 
How to Get More from Your Trade on Dollars — by William S. Orkin F hot wax carbon process for business 
ff forms, has been released by Cullom 

& Ghertner Co., Nashville, Tenn 

The file measures 10x111!4” and 
printed in three colors. It contains a 
carbonized Carb-O-Copy sheet 
which can be used to determine 
301 A Basic Guide for Paper Buyers how particular form designs will 


The Growing Importance of Fairs as an Advertising Medium — by James Joseph 


How to Get the Most Benefit from Trade Shows 


Miscellaneous 
266 An Inside Look at Worthington's Trademark Thinking 


218 Ten Rules for Believable Testimonials , ee the C arb-O-Copy a 


ess. 
How Agencies Work Together — by James Robertson 


The brochure is designed to fit 


Emblems — by Robert M. Marks easily into any conventional file 


How | Solved it ($1) 


cabinet for use as a permanent 
Advertising Copyrights — by Robert J. Burton ($1) source of reference information 


y for more details circle 647, page 128 
Color in Advertising — by Faber Birren 


Packaging Variety of Label Holders 
306 A Basic Guide to Packaging Described in New Leaflet 


269 How Women Feel About Food Packaging — by Bette ‘Macon 


264 Do Multi-Packs Boost Volume? —_— by Richard E. Reed A variety of Premier adhesive 


fects of mult label holders is described in an 
258 Twenty-nine Ways to Measure Pachasing Seibeouen — by George J. Bevons . : . 
illustrated leaflet from Office Prod- 
Ph h ucts Inc., Detroit. 
otography The Premier labels are made with 
an activated adhesive that will not 
dry, peel or fall off after adhesion 
to metal, wood, cork, glass, etc. They 
UO ‘flew te Crap Phetes <> by Vincent 8, Cutie’ are available in either metal or 
for get t vinylite plastic. Both are available 
in various sizes and the vinylite 
Point-of-Purchase ce : F 
models are stocked in a choice of 
310 What Makes Good P.O.P. Advertising 
k colors from which to choose. 
Illustrations of the Premier line 
in use are included in the sample 
253 How to Merchandise ROP Color — by Mark Cox folder. 


302 A Basic Guide for Better Advertising Photos 
228 A New Guide to Color Photography — by Egon Berka 


175 How to Use Color Stats — by Ted Sanchagrin 


263 Why an Agency Opened its Own Supermerke ‘— - by Kenneth R. MacDonald 


259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 


Ww } - for more details circle 648, page 128 
252 What's in the Future for Point-of-Purchase? — by Les Gallagher 


245 Hawaiian Punch Sells the Grocer — by Phil Seitz 


242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 


Premiums 

312 Do's and Don'ts for Premium Buyers 

251 The Basic Premiums — by John M. Davidson 

227 Ballast Your Business with Balloons 

225 Personalize Your Premiums — by Kenneth F. F. Curry 

222 Ten Years of Svegrass rm Premiums — — by Gordon c. neon 
206 Premiums at General Mills 


153 Follow Through — Key to Premium Success o by Arther E. Irwin 


149 Give the Dealer What He Wants — by LeRoy Kin Facsimile Packagin : New flexible 
3 ging 


packaging developed by Ivers-Lee Co 
Continued on p. 103 provides die-cutting and heat sealing 


any shaped miniature container. 
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Top Award Winner - « Package for 
Mimi Girdle won coveted President 
Plaque for Republic Mills Corp 

tional Flexible Packaging competition 
Winner was designed and produced by 


Packaging Corp., Phila 


Paramount 


jelphia 


Radiant Stock Provides 
Glow-iIn-The-Dark Labels 


Bright, fluorescent pressure-sen- 
sitive labels of Radiant stock have 
been introduced by the Dennison 
Mfg. Co., Framingham, Mass. 

Printed with label gumming that 
adheres to many packaging films, 
foils, plastics and metals, the bright 
Radiant labels can be ordered in 
permanent or removable adhesives. 


for more details circle 649, page 128 


Use of Zip Tape 
Outlined in Folder 


Facts on “Zip-Tape,” the cello- 
phane opening device, are outlined 
in a folder from The Dobeckmun 
Co., Cleveland. 

Emphasizing that the proper car¢ 
and handling of the tape will insure 
smoother packaging operations, the 
folder gives facts on storage condi- 
tions, life expectancy, off-and-on- 
machine handling, breaks, splicing, 
and handling snags and snarls. 

for more details circle 650, page 128 
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——————__—_ 


‘ 


More AR Reprints 


... continued from page 102 


Printing & Typography 


311 
305 
257 
249 
243 
235 
229 
211 
196 


105 


How to Save on Your Printing Bills 

A Portfolio of Typefaces for Admen 

How Billboard Produced an Unusual Insert — by R. B. Schueler 
The Advantages of Letterpress & Offset 

Designing for R.O.P. Color — by John W. Amon 

Let's Get Together on Offset — by Bernard C. inna ie. 
New Uses fer Printing Today — by Joe R. Schoeninger 


A System for Controlling Printing Costs — by Frederick Kammann (50c) 
Crossroads for Captive Plants 


Let's Swap Ideas 


Publicity & Promotion 


268 
267 
260 
247 
232 
226 
221 
199 
185 


180 


Barnyard at the Waldorf — by Russel K. Crenshaw 
Disneyland Finds Solution to Tourist premetion Seehien 
Special Report from Sales Promotion Convention (50c) 
How Basketball Built a Company Name — by W. F. Walker 
The Story of the Influential — by Peter E. Schruth 

School For Nowe Supee — by Stanley : Cohen 

Make the Most of Your o- — by Don Young 


Merchandising Publicity — by Morris B. Rotman 


How to Handle Relations With Radio, Television & Newsreels — by William G. Cox 


Getting the Most from Publicity Photos — by Leo Solomon 


Signs 


244 
237 
234 
233 
216 


152 


Designing for Posters — by Gorrett P. Orr 

Signmanship for Edsel Dealers 

Keeping Signs Uniform 

How to Plan a Decal Valance edie xo by Benn Oliman 
How to Use Hichway Signs 


A New Look for Signs 


Television & Radio 


308 


255 


A Basic Guide to Television Commercials 


Art Production for Television — by Dolph Franklin 


Trading Stamps 


220 


An Expert Answers Your Questions About Trading Stamps 


A Basic Guide for Paper Buyers 

A Basic Guide for Advertising Photos 
A Basic Guide to Business Films 

A Basic Guide to Direct Mail 

A Portfolio of Typefaces for Admen 

A Basic Guide to Packaging 

A Basic Guide to Specialty Advertising 
A Basic Guide to Television Commercials 
105 Ulcer Reducers for Exhibitors 

What Makes Good P.O.P. Advertising 
How to Save on Your Printing Bills 


Do’s and Dont's for Premium Buyers 
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AS YOU WOULD YOUR 
DOCTOR OR LAWYER 
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BALTIMORE 
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In our January issue, we ran an 
article by Stuart Freeman, Wash- 
ington art director and designer, en- 
titled “What's Wrong with Art Di- 
rectors Shows.” The author wrote 
an indictment of these shows, calling 
the members of his profession irres- 
ponsible 

It's hard to summarize Mr. Free- 
man’s views in a brief paragraph, 
but in essence, he claims that the 
shows are inbred, with art directors 
talking to art directors, and not to 
the men who have the responsibility 
for selecting and approving the art 
used in advertising. As a result, only 
those entries which art directors feel 
conform to the prevailing style are 
submitted 


HEREVER YOU 
FIND PIPE WITH 


YOULL FIND A SMART 


MAD TT Ea 
} 


CLEVELAND 


A collection of medal winners 
from all over the country, 
plus some stimulating comment 


on the role of art directors shows. 


AR has asked the presidents of 
Art Directors Clubs throughout the 
country to comment on Mr. Free- 
man’s article. We think the points 
he raised, and the comments of the 
club presidents, worthy of serious 
consideration, and we would wel- 
come further comment. 


To Encourage the Best 


@ While at first glance this article 
might appear to be extremely con- 
troversial, there are undoubtedly 
many art directors who would agree 
with him. We in the New York Art 
Directors Club have often heard 
similar complaints and have given 


AD George Karns, Olmsted-Foley for Lavop- 
tik; Designer Don Bajus, Studio One 
AD/Des. V. C. Kenney & Fran Lengel, Gris- 
wold-Eshleman Co. for Youngstown Sheet & 
Tube; Photog. Denny Harris 

AD Charles Cantrell, Greenhaw & Rush for 
Buckeye Cellulose Corp 

AD Edward Rogers, VanSant Dugdale & Co 
for U.S. Fidelity & Guaranty Co 
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kills flies like magic 


eURIN 


them serious consideration 
had to decide 
tions were 
current 
art, whether 
trends and 
what we 


We have 

exhibi- 
a record of 
and _ editorial 
should 


whether 
to be merely 


our 


advertising 
or they 
indicate 


have 


record 
and encourage 
considered the best in 
advertising editorial design. 
Over the 38 the con- 
tents of our annual exhibitions have 
been published in book the 
only advertis- 
ing design over 
of these 
pace 
become 


and 
past years, 


form, 
continuous record of 
Perusal 
that the 
year have 


this pe iod 
annuals will show 
setting trends of one 
the accepted norm in suc- 
ceeding years, thus bearing out our 
conviction that it is our 


duty to encourage 


mission and 


the best in design 
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Freeman's contention that lo- 
shows should have a 
is well taken but 
the 

advertising 
corner of the land. 


regional 
difficult to 
influence na- 


flavor 
attain, 
tional 


since of 


reaches every 


Garrett P. Orr 


Art Direct 
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GLASS 7 


Blaisdell markers 
do the trick 


CHINA-MARKER 


Unsurpassed for bold, bright 
marking on all surfaces. Strong 
and durable—adheres firmly—14 
vivid colors 
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MECHANICAL PENCIL 


Convenient propel-repel action 
8 brilliant, all purpose leads with 
barrels to match 


AT BETTER STATIONERS EVERY WHERE 


Test the marker that suits your needs 
for sample naming this publicatior 
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blaisdell 


PENCIL COMPANY 


BETHAYRES, PA 


106 - ao * June 1959 


1 AD Frank J 


2 AD Frank 


CHICAGO 


rules for their own show 

Group aims will differ. What is 
good for New York may not be 
right for Omaha. New York AD's 


may be interested only in new con- 


ground 


cepts in expression and techniques 
Omaha might decide to 
business man that shells out the 
bucks with examples of works that 


woo the 


“convey a message.” 

But let us be realistic. To estab- 
lish the platform that judging be on 
the basis of the best solutions of 
“communication” problems is fine 
Controlling the results is not easy. 

By insisting that all entries be 
used in commerce to sell a product 
or service, a certain objectivity is 
assured. Obviously, some business 
invested money in the entry 
because he thought it would do a 
job of communicating effectively. 

But no one expects an entry to 
Starch report of 
noted and read most. Or an inquiry 
count, or sales figures. 


man 


include a seen, 


A first requirement would be to 
select only those judges who are 
qualified to evaluate the effective- 
ness of a piece of work. Would the 
decisions of judges from the ranks 
of business men or experienced ad- 
vertising men be wholly satisfactory 
to art group members? What do you 
think? 

Let’s face it. Judges will always 
be human beings first (we hope) 
and chances are they will be influ- 
enced by personal likes to a varying 
extent. Advertising art is like music: 
what communicates to a teen-age 
may not touch a judge. Choose the 


Westbrook Lilienteld & 
Co. for Thomas J. Webb Co 
Johnson, Needham, Loui 


Insurance 


& Brorby, for State Farm 


. 


| GOOFED! _... 


STATE FARM MUTUAL 


judges carefully, instruct them well 

on the approach to judging and 
hope for the best 

Quentin Moore 

Omaha Artists/ Art Director 


Art, not Campaigns 
e If Mr. Freeman means that he 
would like to see more of the usual, 
down-to-earth, uninspired adver- 
tisements that 
jority turned out in this country, I 
would not agree with him. The art 
director shows intend to show art 
used in advertising, not necessarily 
campaigns that were effective from 
a selling standpoint 

I believe that Mr. 
criticizing the one quality that no 
good art director should be without 

creativity. 

I quote Print Magazine’s creativ- 
ity issue from an article on Saul 
Bass: “Some designers tend to jus- 
tify the validity of their designs by 
pointing to their ‘practicality’ the 
legibility of reading matter, the 
economy of structure, the efficiency 
of use, etc. Mr. Bass is always cha- 
grined that such emphasis is given 
to ‘functionalism’ in this sense. ‘The 
battle for functionalism was won 
some time ago. As professionals we 
accept this as a minimal base below 
which we cannot go in the solution 


comprise the ma- 


Freeman is 


of our problems,’ he says.” 
I believe this comment is helpful 
in this discussion. 
Edward O. Bailey Jr. 
Art Directors Club of Memphi 





AD/Artist/Designer Walter Kornrich 
for Sylvania Electric Products Inc 

AD Richard Meredith 
Publishing Cc Designer Tim Lien 
hart; Artist Bob Lindbor 


Ramsell for 


ROCHESTER 


Creative Approach 


@e There is no doubt that advertis- 
ing 1S a powerful force in the eco- 
nomic and cultural life of America 
and should 
amined. The 
is the 


periodically be ex- 
work in this exhibit 
choice of an impartial, out- 
of-town jury. It was selected be- 
cause it displayed a fresh, creative 
approach to graphic selling rathe 
than a reuse of proven techniques, 
however successful they may be 
It is hoped that it will give inspira- 
tion and courage to those designers 
and advertisers who share the opin- 


ion that good art makes better ad- 


vertising 


George Fondersmith 


Art irect } 


On a New Tack 


e Mr. Freeman has persuasively re- 
stated objections we ve heard be- 
fore. It seems, however, that such 
critics misinterpret the avowed pur- 
pose of an art directors’ club show, 
which is to honor what is artistically 
most stimulating in advertising, be- 
cause the members’ common inter- 
est is the art in advertising. Thess 
shows do not claim to present the 
best advertising, only the best ad- 
vertising art as seen by jurors 
whose art judgment is valued (and 
necessarily subjective) 

A good purpose, it encourages the 
needs 
for growth. The art directors’ club, 


experimentation advertising 


CLOSES 


basically a “craft guild,” has served 


this purpose well 

But need it be only a craft guild? 
Can a guild look beyond the mas- 
onry and evaluate the building as a 
whole? In Detroit we are atte mpting 
to do just that. This year we have 
sponsored an advertising art show 
(our eleventh) with the usual high 
standard, with an unusually notable 
art jury. In conjunction with the 
Detroit Copy Club we 
introduced a separate competition 
rol Umbrella 


both copy and art) conferred upon 


have also 


Awards (covering 
entries judged outstanding in thei 
total effect as advertising. We ob- 
tained as jurors top advertising ex- 
ecutives whose interests transcend 
the specialized skills in advertising 

Mr. Freeman might make a re- 
vealing comparison between thes« 
two shows (See Art 
July, 1959) 


Dire ction 


Charles Dickinson 


tors Clut tT Vetroit 


Art and Advertising 


e Anyone viewing the 26th An- 
Mid-Western 
Advertising Art (sponsored by the 
Art Directors Club of Chicago) 
would find little if anything to justi- 
fy Stuart 


nual Exhibition of 


Freeman’s recent criti- 
cism of all art director shows. First 
of all, this 26th Annual Exhibit—as 
the title clearly stated—was an ex- 
hibition of advertising. Here the art 


director and copy writer teamed to 


fen in one 


All ten basic art services under 
one roof. One source for sound 
creative thinking—backed by a 
staff skilled in sales graphics. To 
prove who buys HH art services 
from concept to camera, ask for 
your copy of ‘Pattern for Growth.” 
Ask about our money-saving 
method of converting photos to 
line copy, “Conti-Line 


HH ART STUDIOS, INC., 134 ZEIGLER ST 
DAYTON, OHIO « BA 4-0338 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy ‘photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8 x 10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 

116-118 W. Ohio St. * Chicago 10, Iilinois 

Dept. J-¢ 2 Telephone: MI yan 2-56! 


hig 651 


DAST Sul UNS 


ANY EXTREMES 
from type, lettering, logos, art 
You dream up the effect you want 
— we'll reproduce it to perfection 
PLaza 3-4943 
FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 


Since 1937 the greatest na 1 Tri 


v and Process I 
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produce an effective ad—and then 
shared the credits 

It might be different in Washing- 
ton, but Chicago ADs don’t enjoy 
the luxury of having clients that 
spend money to quote Mr. Freeman 
for “ ... art for artist’s sake.” The 
practitioner known as a “layout 
man” is rapidly becoming extinct. 
This species was characterized by 
arranging elements on a page and 
using a series of well-worn graphic 
cliches. Today it takes a creative 
advertising art director to plan and 
effectively visualize a selling idea. 
He is a professional who seriously 
studies the problem of reaching a 
designated audience. He then uses 
his graphic talents to dramatize the 
basic thought so more people will 
be interested and stopped by this 
ad. 


NEW YORK 


AD Frank H. Bercker Studios for Mil- 
waukee AD. Club; Artist Wm. Hern 
AD Ralph Gibson, John Higgs Studio 
for Schlitz Brewing Co.; Artist Dave 
Broad 

AD/Artist/Des. George Mercier 
for Bausch & Lomb 

AD Arthur Obrosey, MacManus, John 
& Adams for Dow Chemical of Can- 
ada; Photog. J. E. Northmore, Boule- 
vard Photographic 


Jr 


MILWAUKEE 


The ads that are usually accepted 
for exhibition and are given awards 
meet these exacting standards; if 
not, someone failed to select a jury 
of qualified advertising men! 

Mr. Freeman (or any profession- 
al group), if you're interested in 
seeing an advertising art show 
write the Art Directors Club of 
Chicago, 6 E. Lake Street, Chicago, 
for its traveling color slide and 
16mm tv reel from the 26th An- 
nual Show. It’s free! It’s fresh! It’s 
advertising! You be the judge! 

Len Rubenstein 
Art Directors Club of Chicag 


Still in Formative Years 


e We find Mr. Freeman's view- 
point negative and _ uninformed. 


Granted, our shows are not without 


NEW YORK 





AD/Des. William Taubin, Doyle Dane 
Bernbach for El! AI Israel Airline 
Photog. Ewing Gallaway 

AD/Des. Helmut Krone, Doyle Dane 
Bernach for Polaroid Corp.; Photog. 
Bert Stern 

Des. Walter Landor & Assi 
Stitzel-Weller Distillery 
AD/Des. R. M. Buckham, Cockfield 
Brown & Co. for Crane Ltd.; Photog. 
Don Langford 
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xX-marx 
register marks 


X-marx printed register marks 
on self-adhering cellophane 
tape .. . for artists 


ROCHESTER 


designers, printers, engravers 
and photographers 


Simply snap-off a convenient 
register mark and apply to key 


art, then apply a second mark 
faults. We have not as yet estab- 


lished a clear-cut set of standards 
and objectives and most of our 
problems center around this point. 
Our shortcomings reflect the grow- 
ing pains of a profession still in its 
formative years and when we view 


. > | te th 
recognize, as artists, that we have ONS ON SOY egret ve 

. : 1m the first. Your work is assurec 
an obligation to art. (The two points 


; of perfect register everytime 
are not incompatible). 
Enjoy the success and time 


Such a course might cause a little 
consternation in the account execu- ise cate staal: Malia ae sendin: Dieta Hes 
tive department but we need not FREE literature and ‘sample 
apologize to any one for our shows. bienfang 


saved with X-marx 


the undeniable improvement of our 
shows we have every reason for 


John R. Semple 
pride and optimism. 


Portland Art Directors Clut 
There is a growing respect for 

creative vitality. A growing number 

of artists are assuming responsibil- Educate Business 

ity and are making the decisions. 


The impressionable jurying of a few @ We do not communicate only PRODUCTS FOR YOUR 
years ago which quickly accepted with ourselves. Due to a_ slow TV AND ART DEPT 


the cliche and the watered down process of education advertising in 


versions of “big city” work is hap- all media communicates visually “STORYBOARD” PAD © a 
pily disappearing. more today than ever before. ; ey eee 
me he pad e as g 2x 
We should search out imagination, Credit must be given to the Art 


video panels that enable 
objectively applied. We should un- Clubs of New York and Chicago ae eee ps 
derstand and accept the needs of for spearheading this education and audio segments on gray 
advertising but we should also through their visual pacnground 
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communica- 
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Most popular TV visuol pad 
with 224 video and 
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ground Each panel perfo 
rated 


No. 72A—19 x 24 
(50 Sheets—12 panels on Sheet) 
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tions conferences, exhibits and nu- 


merous articles in various publi- 


cations 

club 
general 
and people in all walks of life in 


the importance ol good design, good 


One prime purpose of oul 


is to educate business in 


company and product images, good 


taste and 


basic visual 


communi- 
cations. The success of many well- 
designed products has proven that 
people appreciate more and more 
the finer things in life and thei 
advertised image 


Ou! hive exhibits have 
Nearly 10,000 peo- 


ple viewed our exhibition last year 


annual 
been sucessful 


More companies are being repre- 
I 


sented each vear, and more busi- 


nessmen ask, “Why 
the show? 


arent we in 


We do not have a limited range 
ol categories we have adopted 
ategories Io! industries in this 
area. In addition to 


good Wisconsin has 


goods and heavy y 


various sofit 
many hard 
industries. Due to 
many large printing companies, the 
graphic arts field is Wisconsin's 


third largest industry. Consequent- 


ly, we have added to our exhibit an 
industrial trade periodical category 


and more printed 


material cate- 


rories 


Fred Terry 


iwaukee 


Stimulating Challenge 


@ An art directo! 


elements of mediocrity or, by ex- 


show which has 
treme, displays a lack of apprecla- 
tion for the advertiser's message, 
can't help but be the result of in- 
effective mechanics. S« reening and 
judging by local individuals, a most 
common error, has the forbidding 
habit of becoming the display of 
prejudices, the evidence of limited 
horizons. No art director show can 
be a success under these conditions, 
nor can the effectiveness and influ- 
ence of the material contained there- 
in provide a measurable challenge 
Art directors the world over are 
constantly alert to the efforts of their 
compatriots, ever conscious of the 
trends in design, the innovations in 
technique, and the more constant 
application of better art in advertis- 
ing 
What 


best of these factors than in the an- 
nual art 


better way of seeing the 


directors shows? Where 
better to see these progressive ac- 
complishments than in your own 
local exhibit? 

Advertisers, agency personnel, art 
directors and artists fully appreciate 
the display of that which represents 
the best that has been produced in 


110 - aD * June 1959 


AD/ Des. 

Jonn Flack, 
Cunningham & 
Walsh for Calif 
Dairy Industry; 
Artist 


Herrer 


well 


any community, knowing full well 
that these are exceptional examples 
of the most competent and talented 
individuals. 

Talent and competence cannot ex- 
ist without a guiding influence to 
bring out or provoke creative abil- 
ity. The challenge offered by the 
exceptional examples we see in all 
exhibits is far more stimulating, fai 
more exciting, and far more de- 
manding than any other single 
source. The accomplishments ot to- 
day . the progressive attitudes of 
acceptance, the respect fo1 the ap- 
plication of an idea, the sparkling 
evidence of talent and understand- 
ing . all are the result of vision, of 
the ambitious and aggressive atti- 
tudes possessed by those individuals 
whose work is the most significantly 
progressive item in any show 

Merlin R. Krupp 


Art Director t f 


Iu 


Minnear St. Pau 


Public Ahead of Us 


e I will admit that many art direc- 
tors today revel in misunderstood 


modernistic mannerisms and 


pro- 
duce self-conscious designs for thei: 
own sake. 

But, I must add quickly that such 
work should not find its way into a 
good art directors’ show if it was 
subjected to the scrutiny of a com- 
petent jury 

I also agree with Mr. Freeman 
that work done by an artist, art 
studio or typesetting house fo 
themselves is no fair measure of 
what can be done. However, it may 
be most inspiring and stimulating 
though it should not carry away the 
awards. 

What in Stuart Freeman’s opin- 
ion is the purpose of an art direc- 
tors’ show? I think it should be to 
show designs, artwork and photog- 
raphy outstanding for 
1. Originality of concept 
2. Excellence in transmission of a 
visual message 
3. Perfect taste 
4. Brilliance of technical execution 
5. Novelty of approach to a familiar 
problem 


LOS ANGELES 


It would be pointless to exhibit 
the trite, the commonplace, or the 
vulgar because it may be selling 
very successfully. The art directors 
clubs hope to demonstrate that the 
application of good taste, good art 
and creative thinking in the visual 
field sell even better 

With millions of people taking up 
painting, learning to appreciate art 
and enjoying the art sections of 
Time, Life and other mass circula- 
tion magazines there is no reason 
whatever to assume that the con- 
temporary and even the 
mental approach to advertising de- 
sign would be out of place 

Publications like Harper's Bazaa 
Esquire, Seventeen, Look, etce., 


exrperi- 


are 
ahead of the advertising agencies in 
recognizing contemporary — trends 
and setting the pace for the accept- 
ance and formation of good taste 
In contrast to Mr. Freeman, I am 
very confident that the highly im- 
aginative, bold and unorthodox type 
of design featured in many art di- 
rectors exhibitions will steadily gain 
for the art director the top level 
creative position he aspires to 
W. D. Feis 
Art Directors Club of Montrea 


Nee 


it’s Our Fault 


e Mr. Freeman has analyzed with 
realism a problem which plagues 
the field of art and will continue to 
do so until a source of education o1 
self-analysis can be explored and 
presented to us in the art field 
Trends are undoubtedly, as M: 
Freeman emphasizes, “taking the 
field.” As Shakespeare emphasized 
a few centuries ago, the fault lies 
not in the stars, but in ourselves. A 
cycle exists all too true. It com- 
mences with the basic thinking of 
not only the art director but the 
commercial artist himself. Cognizant 
of the predominating trend of the 
moment, our artist concerns himself 
with the selections which he feels 
confident will be assured of accept- 
ance by the screening committee. 
Influenced, as well, by “Art for Art’s 
Sake,” the 


screening committee 





compounds an error, in many in- 
stances, in its selection 

Finally, the out-of-town judge, 
usually an art director himself, fired 
with, as Mr. Freeman so aptly puts 
it, imaginative and provocative de- 
signs, finds himself wheedled by his 
own captivity into selections which, 
while certainly indicative of the 
best of one creative field, does not 
represent all the facets of selling- 
creative (if I may coin a phrase) art. 
Thus, the error is  super-com- 
pounded. 

The solution lies, in this art direc- 
tor’s opinion, with self-analysis on 
the part of the art director and, 
perhaps most important of all, the 
commercial artist himself. The root 
of the error must be exposed and 
pursued in the basic thinking of the 
commercial artist in the selection of 
his work for submission 

What part can the president of an 
Art Directors’ Club play in this? 
The most important part, perhaps, 
since he is in a position to reach and 
educate the members of his club 
who submit; the panel which 
screens; and in the final analysis, if 
all art directors’ clubs work toward 
this common purpose, the awareness 
of the out-of-town judge, of his re- 
sponsibility as an art director to se- 
lect objectively the best commercial 
art of its representative field for the 
best award. 

Only in this channel of approach 
can we convince management of our 
sincerity in cooperating with it in 
“selling” its product 

In the commercial field, it’s not 
“Art for Art’s Sake,” it’s “Art for 
Selling’s Sake” in the best way we 
know how to appeal to, and capture 
the public. Sales represents satisfac- 
tion to the consumer; money in 
management's pocket; and a “Chick- 
en-in-Every-Pot” for each art di- 
rector and commercial artist who 
will recognize the basic aims and 
principles of art direction and com- 
mercial art 

Lawrence G. Kern 


c f Atlanta 


Washington Only 


e The Stu Freeman article had 
some interesting opinions However, 
I felt that the article would have 
been more to the point if it had 
been entitled, “What's Wrong with 
Art Director Shows in Washington, 
D.C.!” It is a difficult task to analyze 
all the art directors shows in the 
United States and Canada without 
knowing all the necessary facts and 
objectives of each 

The people in Washington may 
be catering to the whims of the 
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onsort 


the 
ORIGINAL 


CLARENDON 


from 
England 


STYLES: 
CONSORT 


6 to 36 pt. 


CONSORT LIGHT 


6 to 30 pt. 


CONSORT CONDENSED 


12 to 36 pt. 


CONSORT BOLD CONDENSED 


6 to 30 pt. 


CONSORT BOLD 


10 to 36 pt. 


CONSORT ITALIC 


6 to 36 pt. 
Send for free complete showings 


Exclusive U.S. Agent 


American Wood Type Mfg. Co. 


Dept. Al 12-25 Ninth St. L.I.C. 1 


if you use glossy photos for 


advertising, promotion or 
publicity 


omen 


if you appreciate the advan- 


tages of using highest quality 
photos... 


and still like a good deal on 
price 


if you need prints right nou 
when you need them... 


you, sir, are a natural to do 
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few who apparently run the exhibi- 
tion, but this is a local problem 
which could be eliminated by more 
active participation of all the mem- 
bers. 

We in Iowa attempt to show a 
cross-section of the type of work 
being produced in the major graphic 
arts centers in the state. The en- 
tries are selected on the basis of 
good design, stimulating approach, 
and the communicating of the basic 
idea or information. We feel that 
the exhibitions have been success- 
ful in their objectives of showing 
that quality work is available in 
Iowa, and also stimulating every- 
body to do better work. 

Robert L. Lindborg 
Art Directors Assn. of lowa 


For AD’s, Not Client’s 


e Mr. Freeman bases his article on 
the assumption that an art directors 
exhibition is essentially for the ad- 
vertisers and With 
.. The ex- 
hibition is primarily for the art di- 
rectors and their artist suppliers. 

It seems to me that we prove our 
responsibilities to the agencies, their 
account executives, and clients by 
our work, job by job, throughout 
the year. If we are not fulfilling our 
task, we are not and should not be 
used again. 

I think that an art directors ex- 
hibition should be as creative and 
stimulating as possible to the art 
directors and artists; and should be 
viewed by agency representatives 
looking for effective use of the new 
ideas on display. Remember, things 
which were “way out there” in ex- 
hibitions five now 
commonplace in hard sell advertis- 
ing. 

Our dependent 
upon our freedom to experiment, to 
help mold ever-changing fashion, to 
retain visual impact and interest in 
the part we play in advertising. This 
we can do best by 


their agencies. 
this I basically disagree . 


years ago are 


effectiveness is 


running our 

shows for ouselves. This is not ir- 

responsibility but a greater respon- 
sibility. 

Ed Bearden 

Dallas-Fort Worth Art Directors Club 


Ideas That Communicate 


e Sorry we cannot agree 100°, with 
Mr. Stuart I. Freeman’s article in 
your January issue. Having realized 
years ago that we in Cleveland are 
an industrial center and that most of 
our advertising is prepared for busi- 
ness publications, we never tried to 
compete with New York shows. 
Numerous judges have even com- 


mended Cleveland for the outstand- 
ing quality of its industrial adver- 
tising. After all, it's our bread and 
butter. 

We maintain it’s not the subject, 
budget or where it’s to be used that 
makes your ad eligible for an art di- 
rectors show, but rather the orig- 
inality and imagination the art di- 
rector employs in solving the par- 
ticular problem. 

We found this can further be 
accomplished by choosing a com- 
petent well-rounded jury from 
different geographic locations, (not 
all from New York), for example: 
An art director designer from Los 
Angeles, a top agency exceutive art 
director from New York, and an art 
director employed by a manufactur- 
er or processing company from Chi- 
cago or Detroit. This balanced jury 
will pick art and design ideas that 
will communicate the real selling 
message which is why we are em- 
ployed by our clients in the first 
place. This thinking will also elimi- 
nate the mutual admiration society 
complaint. 

Mario DiSantis 
Art Directors Club of Cleveland 


Effectiveness Counts 


@ St. Louis is a source for much of 
the advertising art used in the 
Southwest. Along with many adver- 
tisers, fine advertising agencies, and 
a large number of commercial art 
studios, St. Louis boasts one of the 
country’s best art museums and an 
excellent art school. The St. Louis 
Art Director’s Club recognizes its 
position and the problems. 

This club has an obligation to 
focus the attention of the advertis- 
ing managers upon the quality of 
the local art talent available to them. 
To this end we present our Annual 
Art Directors’ show of “Advertising 
Art.” 

The St. Louis Club feels in many 
shows art has been too dominating 
a factor, and this to us was not the 
real spirit and purpose of an ad- 
vertising art exhibition. 

Our show was judged by a group 
that reflects our beliefs that awards 
should be based upon the effective- 
ness of the art as an integral part 
of the advertisement 
“art for Artist’s sake.” 

Working as a team our jury — 
Advertising Director, Copy Chief, 
and Art Director viewed and se- 
lected as winners those entries 
whose skillful blending of copy and 
art represented the best solution to 
a particular sales or marketing prob- 
lem. 


not just as 


H. Davis Clymer 
St. Louis Art Directors’ Club 
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special ar 


convention 


report 


How to use 
symbology in advertising 


The high spot of the Visual Communications Conference 


By Fairfax M. Cone 


t the Executive Committee 


F te Cone & Be Iding 


Chicago 


Symbology: 


invention 


Artistic 


as a method of reveal- 


initiation o1 
ing or suggesting ideal o1 
intangible truth 

Symbols _ in 


probably 


otherwise 
advertising were 
used initially in the first 
crude signs of artisans and traders, 
when men ceased to labo: 
for themselves 

And I don't 
this was. My history is But 
it makes no difference today; for 
symbology in advertising has surely 


entirely 


know how long ago 


weak 


been with us as long as advertising 
itself, and this, just as surely, ante- 


dates the alphabet 


The only thing that is different is 


that symbology in modern advertis- 


ing has become a good deal 


more 
sophisticated 

By this, I do not mean that it all 
state olf 
plication; but only that the uses of 
symbology 


has reached a major com- 
now run a lengthy 
gamut 

As a matter of fact, many of the 
pure and personal symbols used in 


advertising are extremely simple 


> The 
advertising people in this field must 
be in the 


primary interest of creative 
suggestion of intangible 
things, and it is here that our use 
of symbology has become more and 
more sophisticated. 

It is here also that we have run 
into trouble with the economists and 
the social scientists, both of whom 
are apt to tell us that we use sym- 
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was this penetrating and witty analysis by 


one of advertising’s greats. 


bology with ill-conceived intent 
An automobile filled with the 
members of a happy family, as a 
symbol of success 
that 


goodness 


is probably the 
one 


And, knows, the pictures 
of social arrival in various cars have 


pains these people most. 


poured forth in profusion 


>’ The trouble is, that symbols, like 
everything else in advertising, are 
bound to be copied. And as they are, 
their effectiveness sooner or late: 
wears out 
Fortunately, in projecting 


elsewhere, the 


sym- 
bols, as projection 
counts almost as much as the sym- 
bol itself. And this makes it possible 
for the same basic symbol to appeai 
tired and unappealing, or, through 
the use of imagination, 
convincing. It is not 


the symbol be 


and 
that 


also 


fresh 
enough 
recognized. It 
must be seen in context and appeal- 
ingly 


cet a ks 
AUGUST 19 


Which Ship Has the Fun? 


Q magazine, contrast a dull 


These tw 


> Let me give you two simple ex- 
amples of this difference in the us¢« 
of an identical image 

Almost nobody travels by ship to- 
day primarily to get 
They do it for the pleasure of the 
ocean trip alone. Or 


somewhere 


as an addition 
to the sights they hop to see, or the 
business that will be transacted up- 
on arrival 

Obviously, the symbol of an ocean 
And if 
through a magazine, and 
want to make a trip by sea, an illus- 
tration ofl 


voyage is a ship 
looking 


you are 


a ship is a pretty 
means to attract you. 
The 


ever, 


sure 


important symbology, how- 
talking 


sophistication, 1S 


since we are now 


about what the 


picture says and above the 


statement that it is a ship and the 


ovel 


advertisement is for a shipping line 
Here are two pictures, taken from 
the current same magazine, of 


ships that sail the same 


two 


route, make 


illustrations, taken from the same i 


symbol with one which possesses imagination 





the same time, and charge the same 


fares. 


> The one on the left, which happens 
to be an American President liner, 
could be almost any decent ship 
The symbology stops by suggesting 
to you whatever a view of a ship 
from above, from a plane or a 
bridge, connotes. 

Maybe you instantly see all the 
life on that ship; on sunny decks, in 
the swimming pool, playing games, 
eating, dancing, whatnot. 

Maybe you do. But I don't 

I think the symbol is much too 
threadbare. Like a barber pole or 
one of those old wooden watches 
that always says “twenty minutes 
past eight” above a_ small 
jewelry store. 

Barber poles don’t make people 
want hair cuts. I may need one. But 
the pole is hardly a symbol of de- 
light. And the wooden watch doesn’t 
make me want to go and trade in 
my perfectly 
stylish, Omega 

These are pedestrian symbols 

And so I think is this ship 


town 


satisfactory, and still 


> On the other hand, when the sym- 
bol is dynamic, it give one’s imagi- 
nation just the stimulation it must 
have to see something that is prom- 
ised that 
either in words or in pictures 


cannot be spelled out, 


Photographs of deck scenes and 
Captain's parties are also traditional 
symbols, along with the views of the 
ship’s whole length. But in the ship 
on the right this has been changed 


> A new symbol has been created 
that is at once fresh and clear and 
complete. It says fun, with lights 
And it says that you will find this 
on the Orient & Pacific 

Freshness and newness are the 
same thing in this instance. But this 
is not always the case 


The thing is how the job is done 


an old 


annals of symbology 


> Actually, a symbol may be 
item in the 
3ut how it is used can make it new 

I have an idea that babies have 
probably been used in advertising 
as often as any othe single symbol 
to represent love and devotion and 
trust and obligation, for banks and 
insurance companies and _ airlines, 
and manufacturers of everything 
under the sun. 

A little baby represents softness 
and does this beautifully for North- 
ern bathroom tissue 

“Soft as my blanket, soft as me, 
that’s how soft softness can be” are 
words that help the symbol by un- 
in this 
that Northern tissue 


derscoring the single message 
advertisement: 
is, indeed, soft 


>’ But it is the symbol that is most 
important. And while it is a much- 
used one, the concept here is as 
fresh as it is clear 

This is what symbols in advertis- 
ing have to be to be effective, be- 
yond their service in simple identi- 
fication. 

The symbols that are giving the 
advertising people the hardest time 
right now seem to be symbols fo1 
taste, where there is no product pic- 
ture possible to whet the appetite 


> One of these, from an advertise- 
ment for Salem cigarets, does man- 
age, through the symbol of the 
forest, to make the menthol premise 
clear and fairly, though not very 
compellingly, attractive. 

This is pretty obvious symbology 
But at least it was handled with 
skill. 

It was only natural that menthol 
coolness would be symbolized soon- 
er or later, not only in green forests 
and beside mountain streams, but 
also at the sea shore. 

And Newport cigarets have suc- 
ceeded in making this symbol of 
freshness and coolness not only ob- 
scure but also kind of silly 

Smoking in the 


spray could only be a symbol to 


ocean surf and 


someone who has never smoked a 


mee ne er erro 
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MODEL “A” 
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TRANSPARENT OR THREE 
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COLOR, THRU AND UPON THE 
WORKING SURFACE WITHOUT 
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Symbol Gone Wrong 


wetne of sea make 


sea water-wet cigaret. Even un- 


lighted, it would gag a goat 


> Ever since David Ogilvy put the 
patch on the Hathaway shirt man’s 
eye (which I consider the greatest 
prop, along with Commande: 
Whitehead’s red beard, to pop up in 
advertising in my time), the quest 
for symbolic properties has been 
headlong and pell mell 

Out of this quest have come such 
varied symbols as the umbrella in 
the dry vermouth advertising 

And the man in a dinner suit on 
a white horse, bareback 

The liquor advertisements are full 
of them. There is grandpa’s bust 
(the only statue I ever saw with 
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There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
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with a Symbol 
Marlboro man 

ye of today’s 

most effective 
symbols, but he has 
given rise to 


many imitators 


spectacles on it) for Old Grandad. 

There is the plaster gloved hand 
for Calvert. And the incredible ban- 
danna tied around the dog’s nose for 
one of the vodkas. I can’t remember 
which. 


’ Probably the most dramatic con- 
tribution of all the props is the 
Marlboro composite man 

For, in addition to the jut-jaw, 
the crew hair cut, the sun-squinted 
eyes and the grim, almost concealed 
smile of the 
traveler, 


Marlboro man, this 
hunter, 
student of life . 


soldier, seaman, 
and raper in the 
great tradition, wears the tattoo of 
a charmingly (now that you look at 
it) misspent youth. 

Here is Yale and Princeton, and 
maybe California (as I recall one or 
two of my own classmates), topped 
off with the traditional explorations 
of Europe, interlarded with wholly 
untraditional years in the tin mines 
of Bolivia or prospecting in South 
Africa, or along the China Coast... 
where you learn that the most 
beautiful thing Asia has produced is 
not the bad poppy, but the Eurasian 
girl, and that she is best when she is 
half-Chinese and half-Portuguese 

This is the Marlboro Man. 

And what his picture says you 
know; that is, if you know anything 


> This is symbology working hard 
and well, because it puts your mind 
to work. 


It is stimulating. And flattering 

And it is very good. 

As a matter of fact, it is so good 
that the Marlboro Man has become 
also the Viceroy man who thinks, 
the L & M man who lives modern, 
the Chesterfield man who likes his 


pleasure big, the Lucky Strike man 
who knows a real smoke and 
goodness knows how many more 
Good as he is, the Marlboro Man 
may be lost in a crowd of not very 
skillful copies; for, as we said be- 
fore, too many copies wear out the 
appeal of even the best original 


> Perhaps it should be asked here 
whether really great symbolism that 
is not tied down to a single adver- 
tiser by some very special device or 
consideration (or even copyright) 
can ever be maintained over a very 
long period of time. 

Certainly a Miss Rheingold can be 
protected. 

And she has been; not as a trade- 
mark, but as a symbol of quality 
and acceptance that changes con- 
stantly, yet always 
same. 

The advantage here, I think, is 
that each year one of six well-pub- 
licized final contestants actually be- 
comes “Miss Rheingold.” 

The Marlboro Man was not called 
that at the outset. He was everyman 
in certain romantic terms and the 
terms could be used by anyone 


remains the 


> Now we come to some subtler 
symbols. 

And here I should note a discov- 
ery I made in looking at advertising 
with this meeting in mind. 

I could hardly have been more 
surprised. 

For while the general magazines, 
and newspapers and television as 
well, are almost cluttered with sym- 
bols (or maybe I should say, at- 
tempts at symbols), very few of 
these attempts are directed at wom- 
en. 





There was a recent rather re- 
markable exception wherein a very 
regal female was about to step into 
a porcelain bath tub that had some- 
how got connected with a water 
pipe deep in a forest. But this was 
an historically cheap brand of toilet 
soap that needed some face lifting, 
and not part of a continuing cam- 
paign for a leader. 

Ashley 
known 


Montague, the 
anthropologist, 


well- 
says that 
while women may be soft and frilly 
they are also very hard-headed, 
and usually try everything on men- 
tally for size. 

The advertising people seem to 
know this. And the women get rela- 
tively few symbols to try on. 

When they do, however, the sym- 
bols may be highly significant. 


> Three of the best known are In the 
proprietary advertising field, and it 
so happens that their effectiveness is 
studied continuously by my com- 
pany 

For Modess, which is the principal 
competitor of Kotex (which is ad- 
vertised through Foote, Cone & 
Belding); for Kotex itself; and for 
Clairol, which is also advertised by 
my company. 

These Modess and Kotex symbols 
are subtly different in an area that 
is, to all intents and purposes, the 
very same. 

Nevertheless, the difference is 
clearly recognized by women, and 
extremely important. 


> What the beautifully gowned, 
beautifully groomed woman on the 
magnificent stairway stands for is 
utter confidence in everything she 
has or does. 

Nothing but Modess, she seems to 
say, could serve her better. 

And the symbols of her utter so- 
phistication are the advertisement’s 
only argument; for there is no text; 


ymbol vs. Symbol 


simply the words, ‘“Modess because 


> A competitive Kotex advertise- 
ment does have twenty or thirty 
words of text, and a headline that 
reads, “wherever you are, whatever 
you do, new Kotex napkins protect 
better, protect longer,’ but the text 
is purely explanatory. 

Here also, the sell is in the sym- 
bolic picture. 

The women are a little bit young- 
er than the Modess women; a little 
less rich. 

But in place of the symbols of 
riches (and thus free choice) here 
are symbols from everyday life and 
special pleasures ... and (and here 
is the real difference from Modess) 
freedom of action and freedom of 
movement anywhere, any time. 


> How do I know what these sym- 
bols are? What I have told you about 
them is exactly what hundreds of 
women play back when we show 
them these advertisements. 

Some are more attracted by the 
status symbols. Others lean toward 
the younger image, and the more 
attainable. 

Either way, both symbols are 
successful, in a field where scores of 
attempts have proved that this is a 
product few women want to hea 
much talk about. 


> Another field that is marked off by 
reticence is that of hair coloring. 

For as far back as anyone here 
can remember, up to a few years 
ago, a woman who colored her hai 
was probably a divorcee. 

She was undoubtedly a little on 
the fast side. 

And no one could be sure that 
she was not, in fact, a traveler on 
the primrose path. 

It was as if, just before World 
War I, she smoked cigarets 


Two competitive products pick widely different 


elected to build up a specific image in the minds of its prospect 
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Symbol of Virtue Women who use 
nair ring are rescue r " iI repute 


f the child in picture 


> Here then, five 
job for advertising that would need 
every help it could get 


years ago, Was a 


The logic was all on the side of 
hair coloring. It helped a woman's 
appearance. It allowed her to choose 
and change this as she pleased. And 
it gave her confidence 

This is, except about what the 
neighbors might say 

Then came Clairol. And the very 


Smart owners 


Does 
she, or doesn’t she? (And I should 
tell you that we tested it all ove: 
America for any bad connotation 


>» You remember the question 


ind found none). 
And you can read the answer. The 
text is only the matter of details 


These are important elements 


They include the most important 
physical question about hair color, 
and the 
logically. 

But it is the symbol that helps to 


answer the still bigger, 


most important answer, 


moral ques- 
tion 

What kind of women, really, 
their hair? 


color 


The answer, and you will find it 
in every Clairol advertisement, is in 
the lower right-hand corner of this 
illustration 


> It is that little boy 
You see, the lady is his mother! 
Or maybe his aunt, or sometimes 
school teacher. 
The little boy (or little girl) is the 
symbol that makes the lady okay 


> These, it 
amples of symbolism used thought- 
fully and in an effort to get a great 
deal more out of 


seems to me, are ex- 


them than is pos- 
sible from the prop symbols that we 
looked at just before 

The trouble here is that this isn’t 
easy 


Furthermore, when someone 
seems to get just the right symbol 
to say something about a product, 
that the product itself cannot say 
(like a power mower, or a boat, or a 
dress, for example) in advertising, 
then it is harder than ever for the 
competition. 

We've seen this in the case of 
cigaret advertising. And it happens 
everywhere. 


> I have just mentioned that words 
can be symbols as well as pictures 
in advertising. 

And it must be added that total 
advertising layouts may be 


highly 
symbolic, 


particularly in retail ad- 
vertising where the range in appeal 
from high quality to low price stores 
can almost be measured by the ratio 
of white space to black type. 

There is no more mistaking Lord 
& Taylor’s practically 
able logotype for a 
than I. Klein’s railroad Gothic o1 
Cooper bold headlines for a Me- 
Gimper approach. 


undecipher- 
snob symbol, 


> To sum up, very briefly, I think 
we may depend upon it that sym- 
bolism in advertising is very impor- 
tant and that it is here to stay 

Next, I think we must realize that 
there are stock prop 
symbols, that may be used simply to 
attract attention, 
a point. 


Children are one of 


symbols, o1 
as well as to make 


these. And 
they are used as symbols in some of 
the tritest advertising that anyone 
can imagine. 

The thing is they are accepted as 
symbols of home and happiness 

And someone is going to remind 
us of this every day, and use them 
as a springboard to try to sell 
anything he pleases. 
> There are all kinds 
in advertising. 

And the finest and the most effec- 
tive uses symbols that may even be 
stock symbols if they are 


symbolism 


used to 


stock 


ideas. 44 


express ideas that are not 


New Mat Cutter 
Cuts To Order 


The new Dexter mat cutter, which 
accurately cuts straight or bevel 
edges, has been introduced by Rus- 
sell Harrington Cutlery Co., South- 
bridge, Mass. 

Said to be safe and easy to use, 
the cutter is adjustable 
sired angle or 
ment, 


to any de- 
depth. The 
designed for artists and 
photographers, is chrome-plated and 
comes complete with five blades. 44 


instru- 





How to Add 
Impact to Film 


A report from France on unusual 
techniques that have been developed 


to make film commercials more exciting. 


Animated Manikins 


mmercial f 


Dressed and Dancing 
To dran 

benefit 

at home 

ore 


romantica 


By Maurice Benso 


What distinguishes the extra 
nary film production from the « 
nary one is that extra touc 
imagination. French film prod 
are making their mark with 
extra special touch, used in 


designed for television show 


ussan 


rdal- 
yrdi- 
h of 
icers 
thei 
tilms 


Ings 


or what is more important in 


Europe, theatrical screen adve 


‘rtis- 


ing. Here are some stories of spec ial 


reels that achieve distinction by 
ing unusual 


@ Let the soundtrack tell the : 
An unusual film for the Bi 
and Pastry Shops Assn., prod 
by Cinema et Publicite, 
sound track to lend distinctio 
a fairly obvious visual 
The film is designed to pro 
the purchase of bakery prod 
and the story emphasizes the 
culty of baking at home. The 
ture shows all the effort th 
housewife must expend to do 
own baking, starting with be 


be- 


Sto 


ike! 5 


uced 


uses 


mn te 
mote 
ucts 
diffi- 
pic- 
at a 
her 


ating 


the ingredients by hand, washing 


up a pile of dishes, and so on 

The unusual approach is tha 
soundtrack, right up to the 
selling copy, is the sound of a s 


train, synchronized with the live 


tion. The “chuff chuff” of the 


Audio & Visual Aids « 


t the 
final 
tean 
ac- 


1oco- 


119 





Solve your 


Selling 
Problems 


WITH 


professionally created 


® CATALOG COVERS 
@ PRESENTATION BINDERS 
® PARTS & INSTRUCTION 
MANUAL COVERS 
@ VINYL HEAT SEALED COVERS 
e INDEXING 


ba Laat Cth) 


SALES HELPS 
designed for you! 


Our specially trained art-staff will 
create or redesign your present 
cover. An expert salesman also 
specially trained in the catalog 
field is at your immediate call 
to assist you in solving your prob- 
lems. Ideas and samples submitted 
without cost to you. 


PRODUCTS CO. 


5 SINCE 1928 


4 3211 W. Grand Ave., Chicago 51, Ill. 
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Abstract Commercial . . . For Kleber 
tires, producer Jean Pouplier superim- 
posed an oscilloscope pattern on the 
company signatures. The pattern is the 
visual record of the sponsor’s theme, a 


performed by a full orchestra 


motive, for example, is timed with 
the knocking of eggs against a plate 
to break them into a dish. The 
engine sounds accompany the run- 
ning of the 


egg-beater, puffing 


harder as the housewife tires of the 
task. 

The sequence ends with the 
housewife pulling a burned, smok- 
ing mess from the oven. The sound 
track carries the hiss of a train 
letting out its steam. After the cam- 
era dollies in for a close-up of the 
failure, the film cuts to the show- 
case at the bakery, filled with color- 
ful, tempting cake. Here, for the 
first time, the human voice is used. 


@ Let the soundtrack be seen 

For a film for Kleber-Colombes, 
the tire producer 
Jean Pouplier, of Leo Lax Films, 
turned to the oscilloscope to pro- 


manufacturer, 


duce an abstract design. 

The company was already iden- 
tified with a distinctive musical 
theme, inspired by the Polovetsian 
dances from “Prince Igor,’ by Boro- 
din. This theme was performed by 
a 40-man orchestra and the chorus 
of the Paris Opera. The sound was 
channeled into an_ oscilloscope, 
whose constantly changing patterns, 
a true representation of the sound, 
was photographed. 

Behind this was superimposed a 
pattern of the trademark of the 
company, two superimposed loz- 
enges, the name of the company, 
and finally its principal product, 
the tire. 

This was, of course, a film for 
prestige rather than for hard sell. 
It came as one of a series of films 
which promoted the specific fea- 
tures of Kleber-Colombes tires, and 
acted as a dramatic change of pace. 


@ Live animation fascinates 

Imagine 10 or 12 manikins on a 
screen. Then a pair of scissors 
comes on the scene, along with a 


tape measure. The manikins are 


measured for size, the scissors snip 
away at cloth, and suddenly they 
are dressed—as soldiers, in smoking 
jackets, bathrobes, or in 
coats, cocktail dresses, suits. Then 
they join in pairs, dance a bit, and 
separate. This then turns into a 
commercial for Singer sewing ma- 
chines, used to make all 
clothes. 


house- 


these 


This is one of a series of short 
spots produced by Etienne Raik, of 
Cineastes Associes. It is achieved, 
not through animation of drawings, 
but rather through animation of ac- 
tual three-dimensional objects. 
Photography is done a single frame 
at a time, with each object being 
moved a slight amount between 
shots, according to a carefully pre- 
pared plan. This gives an atmos- 
phere of fantasy, but with a solid 
base of reality. 

According to Mr. Raik, this tech- 
nique meets one major demand of 
an audience. Whether the film is 
being shown in a theater or on 
television, it catches the viewer 
in a mood of relaxation. He wants 
to be entertained. For the greatest 
impression, a commercial must 
match this mood. If it does, Mr 
Raik insists, it will make a deep 
and a lasting impression. 


@ When whisky does the highland 
fling ...For a Johnnie Walker com- 
mercial, Mr. Raik spread out a floor 
of Scotch plaid, put on it two bot- 
tles of Scotch, and two glasses of 
the beverage, on the rocks. Then, 
to a theme played on a bagpipe, the 
objects performed an_ authentic 
highland fling, following the tra- 
ditional patterns. 

At the end of the dance, the first 
words are spoken: “Johnny Walk- 
er, born in 1783, still going strong.” 
No more need be said. The fa- 
miliar square bottle, the lilting bag- 
pipes, the gay dance, all tell a 
story of pleasure. 

One advantage of this technique, 
shared by the Singer spot, is the 
simplicity in making it in various 
language versions. Most of the pro- 
duction is clear, no matter what 
the native tongue of the viewer. 
Only the final section needs to be 
varied. 


@ When beer smiles at you ; 
For a British television commercial, 
Cineastes Associes was asked to 
prepare a visual to go with the 
sentence, “A glass of Guinness is 
your friend . . . it even seems to 
smile at you.” 

In his finished film, the glass of 
Guinness actually did smile. This 
was achieved by replacing the foam 
on the glass of stout by a synthetic 
sponge. This was gradually shaped 





with a scissors, snipping away 
pieces to give the foam the aspect 
of a human face, which smiled and 


even had a twinkle in its eye. 44 


Film Festival Standards 
Proposed by ANA 


The Audio-Visual Committee of 
the Assn. of Natl. Advertisers has 
released an extensive report “Man- 
agement Evaluation of Domestic 
Film Festivals and Awards.” 

While recognizing that film festi- 
vals can be of great value to indus- 
tries which sponsor films, the report 
points out that many are so loosely 
run that they benefit the sponsoring 
organization and the film producers 
far more than the film sponsors 
themselves. 

Among the dangers is that a film 
is judged by criteria that are not 
meaningful for it. For example, an 
industrial film does not try to be 
entertaining, in competition with 
theatrical productions. It is usually 
aimed at a specific audience, and 
may very well be dull or even com- 
pletely incomprehensible to others. 
Commercial sponsors are more in- 
terested in the interest which the 
film arouses in the audience for 
which it was intended and in the 
effectiveness with which it reaches 
its specified goals, rather than in its 
production standards. Unfortunate- 
ly, most festival judges tend to place 
most emphasis on the latter factor. 


> The committee believes that do- 
mestic film festivals and 
properly organized and 
operated before they can serve a 
useful purpose, and that advertisers 
examine a festival carefully before 
entering 


awal ds 
must be 


The report ends with some rec- 
ommendations for making awards 
of real benefit. These include pay- 


ae s ~ 
The following program is brought to 
you by a sponsor whose splendid 
product won't be mentioned until his 
account is settled 


ing more attention to setting up 
proper categories; better selection 
of qualified judges for each cate- 
gory; submission of more informa- 
tion regarding a film’s effectiveness 
in meeting its objectives; and better 


publicity arrangements. 44 


Closed Circuit Handbook 
Published by Giantview 


A 12-page illustrated handbook 
on closed circuit television has been 
released by Giantview Television 
Network, Ferndale, Mich. 

Designed as a planning guide, the 
handbook includes a cost break- 
down of closed circuit costs, and a 
checklist of when and how to use 
the medium. 

Since the cost breakdown details 
all cost items in program origina- 
tion, reception, line and _ loop 
charges, the handbook enables the 
reader to estimate the cost of any 
planned closed circuit program. 

The latest models of theater tv 
projection equipment for mass audi- 
ence closed circuit reception are 
also included in the handbook. 


- for more details circle 634, page 128 


4 reasons why 


CHART-PAK 
EASELS 


always make a 
professional showing 


im 
/ Pi 
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CHART-PAK, 


ORIGINATOR OF THE TAPE METHOD OF DRAFTING 


Suitcase Viewer Provides 
Wide-Angle Screen 


A new suitcase projector offering 
unusual wide-angle viewing area 
has been introduced by Camera 
Optics Mfg. Corp., New York. 

Marketed under the name _ of 
C.0.C. “Executive,” the table pro- 
jection features an 8x8” 
Lenscreen, and an automatic slide 
changer. 


viewer 


In addition, it provides a variety 
of other features including: 


e {3.5 coated color-corrected ana- 
stigmatic lens; 

® precision optical system with 
front surfaced optically flat mirror 
and 50-watt projection lamp; 


® fingertip focusing for rapid posi- 
tive picture control. 


The self-contained, compact unit 
weighs 6 pounds, folds to 9!14x13% 
x434’"", Operates on AC-DC, 100-125 
volts. Priced, complete with built- 
in, off-on switch, at $69.50. 

Complete information can be ob- 
tained from Camera Optics Mfg. 
Corp., 101 W. 47th St., New York. 

44 


Versatile work and display area 
is 27” x36” aluminum panel. Also avail- 
able with chalk board panel. Adjusts 
easily to any position up to 72” high 
with exclusive automatic stop, for use 
standing or sitting. Equipped with chart 
gripper, spring clamp, detachable trays. 


Sturdy aluminum construction is 
both handsome and long-lasting. Sets up 
in seconds, stands firmly on rubber feet. 
Exclusive floor gripper holds steady, even 
under pressure of writing. 


Easy to carry anywhere. Easel folds 
into compact carrying size 29” x 45” x 3.” 
Weighs less than 12 Ibs. 


Two models available. Jr. Easel in 
handsome aluminum has 20” x27” hard 
bound backing. Extends to 50” high with 
board removed for use on desk top, 
table or floor. Closes to compact 21” x 
38%” x 3”, weighs less than 7 Ibs 


Jr. Easel for use on 
table or floor has 
built-in chart-grip- 
per and tray. 


Back view of floor 
model shows sturdy 
construction, ease of 
adjustment 


INC. 


56 River Road, Leeds, Mass. 


June 1959 - qo o Bi 





You Get Things Done With 
Boardmaster Visual Control 


Gives Graphic Picture of Your Operations— 
Spotlighted by Color 

Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 

Simple to operate — Type or Write on 
Cards, Snap in Grooves 
ideal for Production, 
Scheduling, Sales, Etc 
Med> of Metal. Compact and Attractive. 
Over 350,000 in Use 


Traffic, Inventory, 


Complete price $4gso including cards 


| FREE 
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Meet Mary Ellen -- 


Television Saleslady 


Sometimes beating ancestral bushes 


‘an produce a harvest of sales. 


A “veddy” 


made its way into the American tv 


English influence has 


scene with a year-round jam and 
jelly campaign sponsored by Mary 
Ellen’s Distributors, Berkeley, Cal. 

Starring June Howard, a young 
Hollywood actress who looks, acts, 
and talks more English than Cham- 
berlain, the commercial features 
frolicking copy with a mixed-breed 
combination of both American and 
English idiom. Typical copy phrases 
include 


e@ “Mary 
for the 
can find 


Ellen's 
best 


beats the bushes 


bloomin’ berries they 


e “Mary Ellen’s Black 


Jam is made with the juiciest, jazzi- 


Raspberry 


est, razziest black raspberries ever 
bloomed on a bloomin’ berry bush” 


e “Mary Ellen’s folks beat the 
bushes for the finest, divinest fruits 
and berries for all their jams and 
jellies” 

This offbeat English 
form for an American product was 
created by the Mary Ellen agency 

Guild, Bascom & Bonfigli Inc 
on the premise that “the American 
public English 
jellies as a traditional standard of 


copy plat- 


regards jams and 


comparison (in the same way that 
they think of French wine).” 


> The background for this English 
copy platform and selling philosophy 
is best described by the following 
GB&B: “At our first 
with the Mary 
we discovered a little 
about the owners that 


memo from 


creative meeting 
Ellen people, 
known fact 
had never received any attention in 
their advertising. The fact is they’re 
English-born and raised in Britain, 
but now in the jam and jelly busi- 
ness in the western 
United States.” 

To communicate the 


part of the 


character 
and atmosphere of this basic selling 


» \ 
b Vinee? 


Miss Mary Ellen June 


YOUNG ervant girl trom 


and aiscusses 


tamily 


merits of Mary Ellen’s jam 


point of the Mary Ellen commer- 
cials,5 GB&B evolved the 
girl” personality 
England.” 


“servant 


from “jelly old 

She makes the main selling point 
about the product In a series of en- 
tertaining situations involving ec- 
centric members of her family, vis- 
iting relatives, the cop on the beat, 
incident she 
emphasizes the English devotion to 
crumpets, muffins, and the jellies 
and jams to spread on them (‘just 


like Mater used to make’) 


etc. Throughout each 


> The commercials were scheduled 
for showing on “Treasure” a half- 
hour show sponsored for 52 weeks 
by Mary Ellen on stations KRON- 
TV, San KCOP-TV, 
Los Angeles; KSL-TV, Salt 
City; KLZ-TV, Denve: 
TV, Phoenix 


As for results, has all this British 


Francisco: 
Lake 


- and KOOL- 


atmosphere caught on with western 
Americans? To quote GB&B: 
“Quite.” «4 





Music in the Park Some of the 
hi-fi conce } ronto 
in the 


. ¢ 
ame 


tne 


trees 


thousands 
Edwards Gardens. Col 


t 


of people whi music 


jr sunds never 


fill the air with 


Classical concerts, in lovely parks throughout Canada, 
have built both goodwill and an appreciation of high 
fidelity for a maker of electronic equipment. 


By Joe Pollick 
An 


leisut e 


incidental reference to new 
from 


English sports cars to American hi- 


activities ranging 


fi led to one of Canada’s most suc- 
cessful outdoor promotions. George 
Stanley, Toronto p1 and 
Bas Mason, the 
Toronto Telegram, were having an 
idle happy 
topics when Bas, a hi-fi enthusiast, 
said 


counsel 


sales manager for 


conversation on these 


how be to have 


nice it would 
with grass and 
blue skies. George Stanley's facile 
mind clicked. “Maybe we can,” he 


said 


good music 


green 


“Philips Industries is one of 
hi-fi 
From 


our of their 


the ball 


accounts; IS part 


business.” then on, 
was rolling 

The Telegram had been very suc- 
“back-road 


to rural beauty spots for its 


cessful in sponsoring 


tours” 


Now in consultation 
Ellerston advertising 
manager, and Bill Grant, sound en- 
gineer at Philips Electronic Indus- 


tries. the 


city readers. 


with Jones, 


problem was posed of ex- 


tending the tours into outdoor music 
concerts 

In this project, the 
George Stanley & Co., a seven year- 
old Canadian public relations firm, 
was essentially that of a catalyst 
helping to bring together and trans- 
forming the 
the finished product. 


function of 


component parts into 

It was decided at the outset 
there would be no direct 
cialism the only motivation being 
the building of goodwill with the 
public for the organizations in- 
volved. As a public service, an esti- 
mated 250,000 Canadians have now 
heard outdoor high fidelity concerts 
sponsored by 


that 


commer- 


Philips, co-operating 
with local newspapers in principal 
cities. As yet, no surveys have been 
undertaken to 
which 


the extent to 
the 
hi-fi concerts with Philips. But there 


reveal 
people are identifying 
is no doubt that the project has gen- 
erated considerable additional pres- 
the 


reputation in engineering leadership 


tige and enhanced company s 


The concert was audible over a wide area, so 
seemed 


ver Canada with equal 


that 


event wa epeated 


the 
The 


crowded 


suUCcCce 


i-Si Goes Outdoors 


> The problem, at first, was a tech- 
nical one. Sound engineers had not 
previously succeeded in reproducing 
outdoors music of the quality high 
fidelity generates indoors. The prob- 
lem was solved with the use of spe- 
cially designed sound columns blan- 
keting These wer 
hidden in the branches of the trees 

The hi-fi 


and outdoor garden atmosphere was 


specific areas 


combination of music 
first tested on an audience of musi- 
cians and critics, resulting in favor- 
able Arrangements for 
the use of Toronto’s Edwards Gar- 
dens were concluded with the local 
Parks Commission and the build-up 
for the first public concert 

The Telegram 


reactions 


began 
started running a 
series of advance stories describing 
installations and 


with musicians and critics 


using interviews 

Column- 
wide advertising blurbs on the front 
page announced the formal opening 
ceremonies to be attended by prom- 
inent and 


On newspaper's 


musicians 
the 


civic officials 


music page 
critics and recognized musicians se- 
lected the 


series 


recordings for concert 


The Telegram printed for distri- 


bution in Edwards Gardens attrac- 


tive 6x6”, single-fold concert pro- 


grams containing a brief introduc- 
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AND A NEW PROFESSION 
IS QUIETLY BORN. 


Point of sale has progre ssed. 
INDEPENDENT DESIGNERS 
free of commitments 

are being retained to work 


directly with the advertiser 


YOU CAN SAVE FROM 10% TO 20% 
of your POS cost because 

you own the designs 

Save on hidden markups 

by calling for lowest bid 


on the production 


This is an ENTIRELY 
yet proven approach 
to POS display 


VER, 


Since competitive acct 
are not handled 

call mmediately for an a po 
to take advantage of th 


exciting neu type of se 


Call Fred Richman at Plaza 8 


or write 
SALES DESIGN 
232 ZAST 52 :-ST. 


NEW YORK 


IDEAS by the 
boxful ! 


“IT keep in my desk 
pings trom 
advertising manager It s my 


a boxful of clip 
Advertising Age.” writes an 
dea-file 
and | dip into it often when in need of 
inspiration Advertising Age The Na 
tional Marketing, is the 
worlds most widely read 


with advertising and 


Newspaper ot 
journal dealing 
selling. One 
idea-packed 
only $3, which is less than 6¢ per 
Mail coupon be low for trial 
guarantee 


years 


subscription »? issues 


wet k 
Money back 


ADVERTISING AGE 
Enter my 1-year 


$3. I must be 
NAME 
COMPANY 
STREET 
STATE 
Bill firm 


Down-Town Sound 
Along 


the parade for 


the route of 


Princess Margaret, 
speaker columns were 
placed on lampposts 
They brought music 
o the waiting crowds, 

and the Princess’ 

speech before 


Parliament 


tion to high fidelity and 
signed by Philips. Arrangements 
were also made with the Toronto 
Transit Commission for special bus 
service to the Gardens. The first 
concert drew an attendance of over 
5,000, proving instant hit. 


music, 


itself an 


> Realizing that the promotion was 
a “natural”, a quick move was initi- 
ated to sew up other sites for con- 
certs and nation-wide 
effort. Stanley’s prepared for Philips’ 
branch managers a basic promotion- 
al album documenting the Toronto 
project and 


establish a 


providing instructions 
for organizing similar projects local- 
ly. 

They were advised that the co- 
operation of one or more local news- 
papers as co-sponsors was regarded 
basic necessity. At the same 
time, a 20,000 run of a four-page 
tabloid, “Philips Hi-Fi News,” 
prepared for Philips 
describing the Toronto 


as a 


was 
distributors, 
hi-fi spec- 
taculars and announcing plans for 
expansion 

On the occasion of the royal visit 
to Ottawa last fall, Philips collabo- 
rated with the Toronto Telegram in 
setting up sound columns along the 
route followed by Queen Elizabeth 
and Prince Philip. The Toronto pa- 
per had 1,000 
boys occupying 


newspaper carrier 
near the 
sound installations identifying their 
newspaper with this kind of 


sound system. 


stands 
new 


The crowds heard special music 
while waiting for the Royal pro- 
cession. Later, the system was tied 
in with the local broadcasting sta- 
tion to bring them the Queen’s voice 
addressing Parliament. No one could 
fail to appreciate the clarity of 
sound which had none of the dis- 
tortion associated with ordinary p.a. 
systems. 

The success of the 
brought in the Ottawa 


project now 
Journal as 


7 
i 


I] 
C 


co-sponsors of a series of hi-fi con- 
certs in the city’s scenic Arboretum 
Park which is supervised by the 
Dominion Department of Agricul- 
ture. 


> Philips’ branch managers had 
meanwhile arranged for concerts in 
Vancouver, Montreal and Halifax, 
following the pattern of the Toronto 
operation: formal opening cere- 
monies, newspaper tie-ins, and the 
co-operation of local park and civic 
officials. 

Stanley’s now set up a _ second 
tabloid for coast-to-coast distribu- 
tion to Philips dealers. In this issue, 
it was emphasized that Toronto’s 
greatest experiment In outdoor mu- 
sic had spread across the country 
and was heading for other parts of 
the world as well. By this time, in- 
terest in these concerts and the 
special sound equipment had spread 
to Mexico, South America and Eu- 
rope. 

According to Ellerston Jones, ad- 
vertising manager at Philips, high 
fidelity, although in existence for a 
number of years, is still unknown to 
thousands of people. “The outdoor 
hi-fi concerts,” he said, “provided a 
means of introducing audi- 
ences to its special qualities. We are 
very with this project 
whose success is best symbolized by 
the favourable comments from both 
dealers and public alike 


large 
satisfied 
and the 


will continue 
and expand through 1959.” 44 


fact that the project 


Armstrong Display Lights 
Range of Flooring Ideas 


An unusual 
demonstrates a 


new display that 
range of flooring 
possibilities in a very compact space 
has been developed by the Arm- 
strong Cork Co., Lancaster, Pa 





Lighted Flooring Exhibit . . . Compact 
exhibit shows all details of complete 
Armstrong flooring line with recom- 
mendations for use 


“Which resilient floor goes 
where?” asks Armstrong’s new dis- 
play, and exhibit visitors can an- 
swer the question by pressing a 
button which lights a panel show- 
ing every flooring product in the 
Armstrong line along with recom- 
mendations for use above, on, or be- 
low grade-level. 

Sliding panels, at the side of the 
unit, display representative color 
lines available in each type of floor- 
ing. 

The display bears the seal of 
Architectural-Builder Consultants, 
a special group of Armstrong rep- 
resentatives who work with archi- 
tects, designers and builders in solv- 
ing flooring problems. It is in use 
as a permanent display at the Na- 
tional Housing Center, Washing- 
ton. 44 


Technical Exhibit Designs 
Given Creative Treatment 


Information on an exhibit serv- 
ice for scientific and technical sub- 
jects is available in a folder of illus- 
trated detail sheets from Design 
and Production Inc., Alexandria, 
Va. 

Utilizing graphic media in the 
communication of technical, scien- 
tific and socio-economic programs, 
the illustrated designs in the folder 
show the company is able to treat 
factual subjects in a highly crea- 
tive manner. 

The results are not only striking 
designs, but communication that 
meets all language demands and 
complexities. 

Also included in this folder are 
detail sheets on a variety of com- 
mercial purpose exhibits. 


. for more details circle 633, page 128 


You trade up 
your line 

when you trade up 
its Presentation 


WITH MODERN, PLASTIC 
3D COVERS BY NATIONAL 


These covers are called '3-D”’ because 
the design is in three dimensions 
Your name is a stand out in plastic 
applique letters. The beautiful, 
virgin plastic cover material offers 
a wide range of decorative and 
color possibilities. These covers 
may be silk screened, stamped 
and embossed. 

You'll find the cost surprisingly 
low. Our NBB Representative can 
provide expert counsel and a choice 
of designs by our Design Depart- 
ment. Send coupon now. 


Nationa Buank BBoooxk company ae 


Dept. 1006, HOLYOKE, MASSACHUSETTS ; 
Please send information about how to select a decorated cover and about the new 
NBB Covers —_) Have your representative call 
NAME 
COMPANY 
STREET 
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Lucky Patron... ‘ 


Itron 


By Mildred Weiler 


The Sporting News, baseball pa- 
the world 
exhibit-display 


per of has developed an 


which is winning 
the 
ame time provides names and ad- 
list 

The display, which is set up just 
the Musial & 
resturant in southwest St 
Louis, also is building goodwill for 
both the publisher the 


taurant 


new customers for it and at 


dresses for a select mailing 


inside entrance of 
Biggie’s 
and res- 


owners 


> Publisher J 
the 
The 
200 
baseball 
week the 


restaurant 


G. Taylor Spink, who 
the 
Sporting 


conceived idea for promo- 


¢ 


Ion, said 


News re- 
ceived addresses 
the first 
exhibit was on view at the 
This total 
equalled or exceeded every suceed- 
week 
Since the 
motional display at 
gie’s in St 


names and 


from enthusiasts 


has been 
ing 
installation of the 
Musial & 
Louis last March, a sim- 
ilar display is on for Lefty 
O’Doul’s San Fran- 
sico and for Johnny Antonelli’s Tire 
Store in Buffalo 

The Sporting News pays for the 
The 


taurant or shop owner provides the 


pro- 


2 
I1g- 


Oo! der 
restaurant in 


display and maintains it res- 


space for the display without charge 
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taurant pr 


wh 


An Exhibit 


that Builds 


a Mailing List 


prietor and base 


may wir 2 yeor 


A simple permanent exhibit selects those restaurant 


patrons who are also baseball fans, and turns 


them into prospects for ‘Sporting News.” 


> The unit, designed and built by 
Hill & Hill Displays Inc., St. Louis, 
is a clear plastic baseball, 20’ in 
The ball, with 
baseball stitching, has a 
of The Sporting News mast- 


diameter trimmed 


red also 
copy 
head across the center. The plastic 


baseball, 
hole at 


hand 
lle 
which 


which has an oval 


one side, revolves at 


rpm on a stationary base 


conceals the turntable. 

Inside the ball on display at Stan 
and Biggie’s is an 8” cut-out of 
Stan Musial at bat. The double- 
faced cut-out is fastened at the top 
of the inside of the sphere by the 
tip of the bat 


> As 
the 


the 
name of 


plastic 
The 


view 


revolves, 
Sporting News 
the Musial 
inside the sphere appears 
to be in motion. 

Red 


sphere 


sphere 


comes into 


and 
cut-out 


arrows at 
invite 


the 
drop 


one point on 
customers to 
baseball-shaped 


the sphere. 


signed cards into 


> The cards are cardboard tents of 
a standard size baseball. Printed in 
gray with red stitching, one side of 
the ball Musial’s auto- 
graph. The other side of the printed 
ball provides lines for name, street 


contains 


address, city and state of the guest 


On the 
baseball is an 
front page of 
and the 
fill in 
drop the 
ball at 

Each drawn 
from the container. The guest whose 


cardboard 
the 
News 


guest to 


the 

illustration of 
The 
invitation to 
his 


inside of 


Sporting 
the 
name and address and 
card in the plastic base- 
the dining 


week 


room entrance 


one ecard is 
ecard is selected receives 52 consecu- 
tive The News 
with the compliments of the restau- 


The 


issues of Sporting 
rant owners (but paid for by 
Sporting News). 


>» The which 
ure placed on every table, may be 
torn in half so that the guest may 
the portion of the baseball 
with Stan Musial’s autograph. The 
other half, which the 
name and address, is 
dropped into the plastic ball 


cardboard baseballs, 


keep 


contains 
guest's 


Peg-board openings on one side 
of the display unit contain 115” 
chips on which the name of each 
week’s printed. 

All recelve a 
plimentary 


winner is 


other entries com- 
The 


single 
Sporting News 
All addresses, of 
course, become part of the Spink 
mailing list 


copy. of 


names and 


a select list—since only 
those who are baseball enthusiasts 
would be inclined to fill the 


baseball cards. «4 


out 





This child has leukemia—one of the most tragic forms of 
WI LL S Hi F cancer. Only research is keeping her alive. 
Ten years ago, children stricken with leukemia—cancer of 
the blood-forming tissues—had only a few weeks or a few months of life. 
LIVE Today, many of these children have had wonderful, precious months, even years, 
added to their lives, thanks to dramatic discoveries in the research laboratories. 
Until science finds the means to save them, however, they 
T0 ly ROW live on borrowed time. The American Cancer Society’s re- 
search program includes $1,500,000 annually for research 
related to leukemia. Millions of dollars more are needed to conquer this grim 
UJ a 9 disease —a disease which kills 2,000 children each year, and which is taking an 
* 


increasingly larger toll of the lives of adult men and women. 


You can help research find the answers that will save these lives. Give generously to help sup- 
port the American Cancer Society’s intensive research assault against leukemia and all other 
forms of cancer. 


AMERICAN CANCER SOCIETY 
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Art & Photography 
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Banners, Pennants 


Binders, Catalog Covers 


125 
120 
122 


Binding Equipment & 
Materials 


Calculators, Printed 


Camera Lucida 


Control Planning Aids 


Copyfitting Aids 


Craft 


Decals 


Direct Advertising 
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Display Materials 
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Duplicating Service 


Easels, Lecterns 
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Inside Back Cover 


Exhibit Builders 


Fluorescent Inks & 
Materials 
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Invisible Ink Postcards 
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Packaging Materials 


Papers, Printing 
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él 
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Papers, Specialty 
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b_A-Let+ 


Photo Lettering & 
Typesetting 
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Photo Prints, Quantity 


Photoengraving & 
Platemaking 


Photographic Equipment & 
Materials 


Plastic Plates 


Postcards, Color 


Premiums & Specialties 


Presentation Material 


Printing 


Back Cover 
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| 
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Back Cover 


Stock Photos Typography 
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Frofewdl Sources for 


Services 


and Supplies 


ADVERTISING SPECIALTIES 


ate ADVERTISING COINS 


Coins are used for: 
@ SALES PROMOTIONS 

@ ANNIVERSARIES 

@ TRADE TOKENS 

e@ OPEN HOUSE SOUVENIRS 
@ SPECIAL KEY CHAINS 

@ SAFETY CAMPAIGNS 


Individually Designed To Fit Your Needs! 
SA ee SS 
Action Advertising wi fcr¢Ky. 


MANIKINS 


RENT A GLAMOR GAL 


| day—and 
getting 
a provides 
ladies 


jren s 


MADISONIA MANIKINS, INC. 


Also custom sculpting and manufacturing 
of molded P.O.P. displays. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 


COLOR POST CARDS 


S7Ui yma el. ) 
Saat rR aed a 
JUMBO—BETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8': x 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List and Somples 


CORONA COLOR STUDIOS 
72 W 46th St New York 36,N_.Y 


METAL SIGNS 


ALUMIN’M BLANKS 


*Tackers *Real Estate * Traffic Control 
*Circles * License Plate ¢ Steel * Aluminum 
©32 Ga.to 14 Ga. * All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


725 PHILLIPS AVENUE, TOLEDO 12,019 


DECALS 


DECALS size 


MADE TO YOUR SPECIFICATIONS 
at E 


ALLIE DECALS 4422 HOUGH AVE. 
inc CLEVELAND 3 OHIO 
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HELP WANTED 


ARTIST WITH IDEAS 


Publisher of unusual Christmas Cards has 
immediate place on staff for artist who can 
help generate ideas, translate roughs into 
Christmas Card designs, execute compre- 
hensives and finished artwork for repro- 
duction. Interesting variety of work. Ex- 
cellent opportunity to advance. Enjoy life 
in congenial city of 40,000 on chain of 
lekes noted for fishing, hunting, boating. 
low cost of living. No commuting. Apply 
by letter only giving full details of ex- 
perience, education, age, family status, 
salary expected. Personnel Manager, Miles 
Kimball Company, Oshkosh, Wisconsin. 


ARTIST —— RETOUCHER 


Mailorder firm has immediate place on 
staff for artist to do retouching of photo- 
graphs for gift and greeting catalogs, and 
te do all-cround artwork. Interesting va- 
riety of work. Excellent opportunity to 
advance. Enjoy life in congenial city of 
40,000 on chain of lakes noted for fishing, 
hunting, boating. Low cost of living. No 
commuting. Apply by letter only giving 
full details of experience, education, age, 
family status, salary expected. Personnel 
Manager, Miles Kimball Co., Oshkosh, Wis. 


ART SUPPLIES 


ad-art 


Layouts and 
Visualizing pad 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 
eeeeeeeeoeeoeeee 
TEL-A-STORY, INC. 
Dept. A-6 523 Main Street, Davenport, lowa 


Better 


Mousetraps 
Need 
‘Sell’ 


They used to say, “build a 
better mousetrap andthe 
world will beat a path to 
your door.” 


This may well be so—but 
something's missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 


With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $3 
billion market annually. 


Use the 
AR showcase 
for 
Advertising 


Results 





601 
chemicals of Papermaking 


*Send for these free helpful selling tools 


630 


Selling by Mail 


Envelope Samples 


t Sample Kit 


Page 63 
629 


iprinted Foam Specialties 


Readers’ Service Dept. 


7706 


Postage 
Will Be Paid 
by 


Addressee 


BUSINESS REPLY CARD 


class Permit N 3 U.3 


Readers’ Service Dept 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill 





| eum | Advertising {| Readeu’ 
Requirements | Swwice 


646 


Corrugated Packaging Booklet 


*Send for these free helpful selling tools 


647 


Idea File Brochure 


634 Page 939 


closed Circuit Handbook 


Page 39 


648 


Label Holder Leaflet 


635 


Literature n V 


649 
Radiant Labels 
636 


Reproduction Proof Sample Kit 


650 
637 645 woege Zip-Tape Folder 


651 


Envelope Catalog 


Postage Ne 
Will Be Paid Peta Stamp 
Ad = see If Mailed in the 
+ aresset a ee 


653 


Carbonless ( 


BUSINESS REPLY CARD 


t Class Permit No. 95. Sec. 4.9 P. L. & B.. Chic 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 


Readers’ Service Dept. 


7706 NAME 


TITLE 
657 
COMPANY — a Fluorescent Flasher 
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617 618 619 620 621 622 623 624 PRODUCTS SOLD 
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633 634 635 638 637 638 639 640 ADDRESS 

641 642 643 644 645 648 647 G48 

649 G50 651 652 653 854 855 856 
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BUSINESS COMES = AND GOES PLACES in these ten U. S. Envelopes. Small Return envelopes 
bring big response; Mono Outlooks® carry invoices. Correspondence goes First Class and Air Mail, and large 
enclosures travel fast and flat in the two Columbian® Mailers. A Columbian Snap Fastener moves from desk 
to desk; Columbian Safeway Mailers carry photos safely without stiffeners. Famous Columbian Clasp in 24 
sizes is “Everyman's Briefcase;” and the Dubl-Grip® Self Seal® envelopes seal securely over bulky objects with only 
a touch of the fingers . The Envelope Selector Chart shown here can be your pocket index to 


70 standard 
U.S. E. Envelope styles, free. 


UNITED STATES ENVELOPE COMPANY 


Springfield 2, Massachusetts 


UU 
se 14 Divisions Coast to Coast 





LIGHT UP 


your promotion program 
(And lighten your budget!) 


ULLMAN GRAVURE 

FULL COLOR aa 
PLASTIC be It odds ve teste 
TRANSPARENCIES an 


Safeway Stores 20’ x 30':’ 


OEE S| Your 
Lat) Box-maker 
mae yo el 


porencies Shadow Box 


No matter how much you pay for 

a Shadow Box, it is only effective 

if the advertising message in front 
of it tells your story perfectly. The right 
Color Transparency to LIGHT UP your 
promotion program (and lighten your 
budget!) is an ULLMAN GRAVURE Full 
Color Plastic TRANSPARENCY. Ask any 
of the advertisers who use them. Names 
cheerfully supplied on request. 


ULLMAN GRAVURE reproduces any kind 
of picture copy onclear plastic, prints on 
both sides of the plastic in perfect reg- 
ister. Result: a dynamic color build-up in 
front of the light. There is no printing 
screen in the ULLMAN process to break 
up the continuous tone picture. If the light 
fails, the picture is colorfully brilliant. The 
light-refracting surface which is built right 
into each ULLMAN GRAVURE TRANSPAR- 
ENCY gives the lighted picture a lumi- 
nosity not possible in paper prints or 
obtainable in other processes. ULLMAN 
TRANSPARENCIES will not fade in front 
of a light source. They will not wrinkle 
or warp under any atmospheric conditions. 


LET US SHOW YOU HOW TO 

Light Up Your Promotion Program 

Write for descriptive literature and ia S , 

samples of Ullman Transparencies. Any size - 37” « 49". Economical 
from 200 pieces to any quantity. 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN6,N.Y. 0 “7°! "or" * Setoring Prntew Ante Awards 


HY acinth 7-3700 
{ division of The Ullman Company, Inc. ° Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES—SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 





